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| Rough Proofs 


“Medical journal okays smoking 
but flays ads,” reports the world’s 
greatest advertising journal. 

Could be that Morris Fishbein 
reaches for a Lucky himself now 
and then. 


Some people are five times as 
thirsty, remarks the Bureau of Ad- 
vertising. And, by a strange coinci- 
dence, they are the very people 
who at parties are five times as 
noisy. 

asec 


A lot of people who have been 
greatly intrigued by the advertis- 
ing of Toddy are going to be dis- 
appointed when they learn it’s 
just chocolate malt in a can. 

agen 

They say Dave Noyes, ex-L&T, 
wrote most of President Truman’s 
campaign speeches, and now he 
may have the much tougher job 
of blueprinting the details of the 
program. 


LOS ANGELES COLLOQUY 

Richard Stow, FC&B: This elec- 
tion slowed Gallup down to a trot. 

Ken Thurston, FC&B: If you 
give a candidate enough Roper, he 
will hang himself. 

geen 

Kiplinger’s Magazine asked in 
the post-election issues of Time 
and Business Week, “What will 
Dewey do?” 

The answer, of course, is, “Spend 
more time in Arizona.” 


a2a68 

Kansas, which has been dry for 
68 years, has voted wet, and all the 
news editors will be on the look- 
out for Carrie Nation’s grand- 
daughter. 

age68 

Out in Ioway they still think 
Henry Wallace is a pretty smart 
lad when it comes to developing 
new varieties of hybrid corn. 


age 68 
Pro football is a success, if 
that’s still news. One of the popu- 
lar brands of bubble gum is boom- 
ing sales by including in each 
package a lithograph of a play-for- 
pay gridiron hero. 


ae 

Lord & Taylor ran an ad in New 
York newspapers on an invisible 
hair net, and the illustration, ap- 
propriately enough, was invisible, 
too. 

ae6 

Lee Bristol was impersonated by 
somebody else in an AA illustra- 
tion, but he didn’t mind—his sub- 
situte was a successful user of 
\ italis. 


ge68 
The director of the Advertising 
Research Foundation was identi- 
fied in a recent news story as Al- 
cuin W. Lehman, but he’ll still 
listen if you call him Al. 
aga68 
Just to show that an outdoor 
aivertising convention can really 
get outdoors, the poster men meet- 
rg in Memphis this week have 
hk) ranged a golf tournament. 


Election Poll 
Comments Rise 
in Intensity 


Rensis Likert, Nielsen, 
Other Authorities 
Air Interpretations 


Cuicaco — Although the furor 
over the election polling died down 
somewhat last week, mostly be- 
cause it is difficult to maintain a 
furor at peak efficiency for a fort- 
night, the number of explanations, 
criticisms, comments and analyses 
increased, if anything, as new 
groups of commentators took their 
pens in hand. 

Among the better known author- 
ities on sampling who expressed 
their opinions to ADVERTISING AGE 
was Dr. Rensis Likert, director, 
Survey Research Center, Univer- 
sity of Michigan, one of the four 
experts who was asked to analyze 
Dr. Gallup’s testimony before a 
House committee on the results of 
the 1944 Presidential poll. Said 
Dr. Likert: 


s “The failure of the polls was not 
a failure of sound scientific pro- 
cedures. It was a failure on the 
part of the pollsters to use these 
procedures. 

“The sampling method employed 
by all the polls has been widely 
criticized by psychologists and 


Polls 


statisticians both in meetings and 
in print. Research results, as well 
as theoretical analysis, have shown 
that the quota sampling method 
which the polls employ yields 
biased results. Unfortunately, the 
size and direction of the error re- 
sulting from the bias cannot be 
discovered directly from the data 
obtained in a poll. 

“One important source of bias, 
for example, in the quota samples 
currently used by the polls is an 
under-representation of low in- 
come and low educational groups 
(about 10 to 20 percentage points). 
This under-representation could 
account for much of the error in 
the prediction, particularly if this 
low income, low educational group 
voted in appreciably larger num- 
bers in 1948 in comparison with 

(Continued on Page 74) 
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Teleradio Man’s Corner 


NEW SULFA TREATMENT 
FOR DANDRUFF COMES 
TO CHICAGOLAND ! 


Clinical Tests Prove New Sulfa Preparation Highly Effective 


Giveaways Dont Buy 
Audience: Goodson 


a de- 
cided handicap” to anyone who contacts 
people, Dandrug Corp.'s copy now run- 
ning in the Chicago test asserts. Sulfodan- 


ANTI-SNOWMEN—"’Dandruff 


drug, the ad continues, is a “highly 
effective sulfa preparation for treat- 
ment of the scalp condition. Newby & 
Peron is the agency. (Story on Page 76.) 


Most of South's 


Newspapers Will 
Raise Ad Rates 


Increase Is Imminent; 
Mrs. Hobby Elected 
President of SNPA 


St. Perersspurc, Fta.—Most of 
the South’s larger newspapers will 
hike advertising rates at least 10% 
within the next month or two in 
one phase of a program to combat 
rising costs of publication. 

Discussing cost problems at a 
conference held during the 46th 
annual convention of Southern 
Newspaper Publishers Association 
here last week, 19 papers with 


more than 50,000 circulations an-| 


nounced they contemplated ad rate 
hikes. Twelve said they already 
(Continued on Page 73) 


Hair Curl ‘Cap’ 
Sales Boom; Ad 
Drives Expanded 


Seen as Threat to 
Permanent Waves; 
Toni Says ‘No’ 


Cuicaco—An infant but lusty 
new industry, based on a prepara- 
tion that curls and waves the hair, 
is apparently on its way to chal- 
lenge the position of home wave 
preparations. 

In some cases, orders are out- 
stripping production and packag- 
ing as the new hair solutions—in 
dry capsule form for handy use— 
bid for dominance in the fast- 
growing field. From 20 to 30 manu- 
facturers and distributors are said 
to be eyeing the market. 

Leaders in the home permanent 
wave industry, a comparative 
“newcomer” to industry that has 
won an outstanding success in a 
few years, aren’t evidencing any 
alarm over inroads the curl cap- 
sules might make in their business. 
And none has disclosed any plans 
to add the capsule preparations to 
its line. 

Toni, Inc., for instance, has 
kept a close watch on the pro- 
ducts since they broke on the West 
Coast last fall, but Howard Bloom- 
quist, advertising manager of this 
Gillette Safey Razor Co. division, 
told ADVERTISING AGE that it consi- 


ders the preparations still un- 
proved in merit. If their worth 
can be established, he added, Toni 
may be expected to use its exten- 
sive facilities in introducing an 
entry and going after the leader- 
(Continued on Page 20) 


Last Minute News Flashes 


Hiram Walker Loses Hamilton to National 


New YorK—Sidney Hamilton, 


formerly president and general 


sales manager of Hiram Walker, Inc., Detroit, is joining National 
Distillers Products Corp. as sales manager for open states. B. C. Ohlandt, 
who recently joined National from Schenley Distillers, is in charge of 
monopoly states. Ross Corbit, president of Jas. Barclay & Co., another 
Hiram Walker -Gooderham & Worts affiliate, will succeed Mr. Ham- 
ilton at Hiram Walker, Inc. He in turn will be succeeded by Cliff Hatch 


as president of Barclay. 


Campbell-Mithun Gets Fitch Account 


Des Mornes— F. W. Fitch Co., manufacturer of shampoos and hair 
preparations, has appointed Campbell-Mithun, Chicago and Minneapo- 
lis, to handle its advertising. The account was formerly directed by 
L. W. Ramsey Advertising Agency, Davenport, Ia. (AA, Oct. 11.) 


Emerson Prepares Special Christmas Drive 


New YorK—Emerson Radio & Phonograph Corp. is preparing its most 
extensive Christmas campaign, with a spread in Look and The Sat- 
urday Evening Post breaking in early December, to be followed by 
smaller ads in several other publications. Full-page newspaper ads in 
major markets, radio announcements and “Toast of the Town” (video) 
commercials also will back the holiday promotion. All Emerson adver- 
tising is placed through Grady & Wagner, except telecast, which is 


placed through Baline-Thompson. 


(Additional News Flashes on Page 77) 


Producer Says Jackpot 
Means Little; Shows 
Draw Premium Audience 


By JoHN CRICHTON 


New YorK—Giveaway radio 
shows do not attract “idiots.” They 
do not buy their audiences. And 
they are subject to the same de- 
cline and fall which affects any 
other type of radio program. 

These are the views of Mark 
Goodson, who certainly ought to 
know about giveaways, since he is 
currently in- 
volved, seven 
days a week, with 
four of them—in- 
cluding “Hit the 
Jackpot” and 
“Stop the Music” 
on which he is 
billed as co-pro- 
ducer. 

The beating 
which giveaway 


shows have taken Mark Goodson 
disturbs Goodson, 
who thinks it is unjustified, 


illogical and unfair. He argues his 
case something like this: 

The charge of “bastardizing 
listeners” by opposing money 
against real entertainment is un- 
true. In many instances shows 
with smaller jackpots and no pos- 
sibility of the radio audience’s par- 
ticipating in the payoff have out- 
drawn shows with larger jack- 
pots and radio audience partic- 
ipation. 


a The charge that the radio audi- 
ence is bought is foolish. At its top, 
Ralph Edwards’ “Truth or Con- 
sequences,” then starring the 
Walking Man, was boasting a 32 
Hooperating (which probably 
means a total radio audience of 
more than 30,000,000). Yet the 
average weekly mail draw for 
the show was 200,000 letters a 
week, and only the current week’s 
entries were eligible. Thus 29,800,- 
000 had not even a mathematical 
possibility of winning the $30,000 
jackpot the show was carrying. 
“The audience was not bought— 
statistically or literally,” Goodson 
argues. 

Similarly, Goodson’s “Hit the 
Jackpot”—which commands about 
150,000 write-ins a week—has a 9 
Hooper, and well over 8,000,000 
people have no chance to win. 
“Buy the audience?”, asks Good- 
son. “That’s silly.” 

If people tune to win, he says, 
then a paradox like “Stop the 
Music” having triple the rating 
of a competing show which has 
twice the jackpot would be impos- 
sible. 


s Nor will the giveaway theme 
alone save a show. He cited 
“Heart’s Desire,” sponsorship for 


|which had just been dropped by 


Philip Morris & Co., as an ex- 
ample of a “real giveaway, where 
people wrote in, told what they 
wanted and why they wanted it, 
and sometimes it was given to 
(Continued on Paae 78) 
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API Information 
and Ad Campaign 
Gets $1,850,000 


Independent Oil Men 
Lend Support to API’s 
PR, Ad Promotions 


Cuicaco—The board of directors 
of the American Petroleum Insti- 
tute not only unanimously voted 
an appropriation of $1,850,000 for 
the industry’s 1949 information 


program last week but also passed|and packaged programs suitable | during 1948 by oil men, 24,700,000 


a resolution patting the informa- 
tion committee on the back for do- 
ing an excellent job, at its annual 
meeting here. 

One of the major themes of the 
forthcoming drive (through the 
Fred Eldean Organization and Sul- 
livan, Stauffer, Colwell and 
Bayles) will be the 90th anniver- 
sary of the oil industry, and the 
progress to which petroleum has 
contributed since Col. Drake 
brought in his Titusville well. 

The 1949 campaign is expected 
to devote about $750,000 of the ap- 
propriation to advertising. The 
American Weekly, Collier’s, Life, 
The Saturday Evening Post and 
This Week Magazine will probably 
be on the schedule again. 

Although definite figures have 
not been set, it is likely that 
another $800,000 will go directly 
into public relations activities, in- 
cluding information packages for 
the various district public rela- 
tions committees. Y 
a Greater emphasis is expected to 
be placed on assistance, counsel 


for use by independent companies, 
jobbers, and dealers. The remain- 
der of the appropriation will cover 
printing, mat production, agency 
services, and surveys of advertis- 
ing effectiveness. 

During 1948, 4,039 companies 
participated in the program, as 
compared to 1,500 the year previ- 
ously, and 94 trade associations 
now endorse or cooperate in the 
program. “Next year,” the commit- 
tee’s report to the board read, “we 
expect to work out plans to enlist 
more dealer support, to work more 
effectively with trade associations, 
to reach special women’s organi- 
zation groups, to improve and 
make speakers’ committees more 
effective, to provide channels for 
exchange of information between 
district committees,” and to work 
closely with education groups, the 
trade press and various media of 
communications. 

In the report of the Oil Industry 
Information Committee presented 
to the API board of directors by 
Chairman Ralph C. Champlin, he 
noted that 2,345 talks were made 


Gasoline and Uil 


-in the HOMETOWN MARKET 


Four-fifths of all automotive sales in the 11 Western 
States are made in the Hometown market, outside 
the 6 largest cities. Hometown Daily Newspapers 
provide maximum coverage of this billion dollar 
annual market. This coverage plus high readership 
assures maximum sales per advertising dollar. 


90 per cent of the total circulation of all daily 
newspapers in the Western States is confined to 
the trading zones in which they are published. 
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Hometown Daily Newspaper Publishers — 200! Beverly Bivd., Los Angeles 4, Calif. 


m0! th outlook for gaso 


‘pieces of literature were distri- 


buted, and more than 150 company 
publications used information ma- 
terial distributed by the OTIC. 


a Six months after the switch in 
advertising theme and increased 
emphasis on advertising and public 
relations for the regional and 
smaller companies, the under- 
currents of discontent with the 
industry program appeared last 
week to have died down somewhat. 
A year ago, the API had tried 
a theme which played up the vir- 
tues of competition and sportsman- 
ship, American style. Then came 
the Robinson report, which dis- 
closed the fact that 32% of the 
public thought that the industry 
made too much profit this year, as 
opposed to 21% who thought that 
there was too much profit in 1946. 
Despite the fact that the public 
gave the Opinion Research Corp. 
a neat “playback” when asked for 
explanations of the oil shortage, 
the advertising theme was altered 
to feature the romance of various 
segments of the industry. 


ws Last week, after almost one- 
half year of the new look in API 
ads, and the formulation of “pack- 
aged” public relations programs at 
the local level, H. H. Anderson, 
vice-president and general man- 
ager of the Shell Pipe Line Corp., 
Houston, told the meeting: 

“T want to say here and now, de- 
spite any interim misgivings I may 
have had about the preparation of 
industry publicity material, I am 
now convinced it is quite coherent 
and complete. I have been conclu- 
sively shown that our industry 
committee can furnish complete 
‘packages’ for the job. They have 
these for every integrated com- 
pany, every independent jobber or 
dealer who wants to do his part in 
telling our story. Furthermore, our 
outside advisers (the Eldean repre- 
sentatives) are available—without 
special charge—to give all reason- 
able help and advice needed to 
locally handle this material.” 


ws Mr. Anderson cited as a chal- 
lenge a comment to the effect: 
“The oil industry’s public re- 
lations program isn’t going to suc- 
ceed fully unless more operators, 
producers, transporters, refiners 
and marketers alike give it their 
full support. The program is not 
getting the help it needs from 
many operations managers, per- 
haps because they feel that it is 
not vital to them.” 

He cautioned the group that even 
though experts can help API win 
public good will, employe partici- 
pation in the program is the main 
tool for the job. He urged the in- 
dustry to do more than just “keep- 
ing our house in order and in- 
viting the public to inspect it.” 
Mr. Anderson stressed the im- 
portance of rebuilding employe 
relations so that the attitude of 
employes would be an asset to the 
industry. 


w At another session of the 28th 
annual meeting, Henry E. Abt, 
president of Brand Names Found- 
ation, chided industrial purchas- 
ing agents for being “50 years be- 
hind the times when it comes to 
buying and selling.” 

“The industrial purchasing agent 
is not educated in his plant pur- 
chasing,” he said, “as he is in his 
personal purchasing—to the belief 
that name, reputation, faith, con- 
fidence are the keystones of sound 
buying.” He told the group that 
in buying for their companies, 
these men insist on the lowest 
price, whereas they insist on well- 
known brands when buying pro- 
ducts for their personal use. 

In a resume of gasoline pros- 
pects, John W. Boatwright, gen- 
eral manager of Standard of In- 
diana’s distribution economics de- 
partment, observed that the six- 


ine is 
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in spite of the fact that require - 
ments are expected to be 7 or 8° 
above last year’s. 

As for residual fuels, Mr. Boat - 
wright declared that supply is ade - 
quate except for kerosene and dis- 
tillates, demand for which may be 
12% above last year. Howeve:, 
he asserted, “The question of ade- 
quacy of oil supply no longer has 
the critical news value that it dii 
a few months ago. . .The industry 
stands in a far better position to- 
day to meet probable requirements 
than it did last November.” 


ws One feature of the conference 
was a plea for an evaluation of the 
markets for oil, natural gas and 
coal, and a movement by the three 
industries to share their markets 
R. H. Hargrove, president of the 
Texas Eastern Transmission Corp., 
Shreveport, urged that the gas in- 
dustry be encouraged to expand in 
the heating-fuel field, and that 
the petroleum industry shift its 
emphasis to transportation, mobile 
power, and military requirements 

Mr. Hargrove also urged that 
gas be permitted to absorb the 
heating requirements now served 
by oil. He asserted that “there is 
no real competitor to the oil indus- 
try in the field of highly mobile 
energy,” and that oil, therefore, 
should logically serve the trans- 
portation industries, where it has 
almost no competition. 

In his discussion of power 
sources to meet the steadily in- 
creasing demands for energy, Eu- 
gene Ayres, chief chemist for the 
Gulf Research & Development Co., 
dismissed the possibility that 
atomic energy from uranium and 
thorium would herald a new era, 
since at the present rate of use, 
uranium supplies will be ex- 
hausted about the same time that 
petroleum supplies are gone. 


Gavin to Edit ‘How 
to Plan Your Home’ 


Edward G. Gavin, editor of Am- 
erican Builder, will take on the ad- 
ditional duties of editing “How to 
Plan Your Home,” syndicated edi- 
torial-advertising column appear- 
ing in 14 leading Sunday newspa- 
pers, effective at the end of the 
year. The column discusses home 
planning and carries editorial-type 
advertising for home products. It 
is produced by Major Home Plan- 
ning Markets, 30 W. Washington 
St., Chicago 2. 

The publishers of “How to Plan 
Your Home” have been instrumen- 
tal in changing the format and con- 
tent of a number of Sunday news- 
paper real estate sections so as to 
place greater editorial emphasis 
on home planning. The Chicago 
Sunday Tribune, Indianapolis Star, 
Boston Herald-Traveler and De- 
troit Free Press are _ included 
among newspapers carrying the 
column which have _ re-oriented 
their real estate section editorial 
content. 
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nobile i eR First...as the magazine that exerts the most influence among its readers in the purchase of home 
-efore, = Wr i furnishings and home equipment. How do we know? Several months ago, Fact Finders, Inc. 
trans- s a surveyed customers SHOPPING in a leading Washington, D. C. department store, asked them to say: 
fig 3 WHAT MAGAZINE GIVES MOST USEFUL INFORMATION ABOUT HOME 
power e. FURNISHINGS (GENERALLY AND BY 7 SPECIFIC CLASSIFICATIONS) 
ly in- xu: —and found that House Beautiful sent more of its readers into the home furnishings departments 
ys yo © in this retail store, in proportion to its circulation, than any other magazine. 
7) Co. - The Pay-Off’s at the Point of Sale. You judge the effectiveness of an advertisement by its 
that power to create SALES. Why not judge advertising media by the same logic? 
m and For example: measured at the POINT-OF-SALE in Washington, D. C., where House Beautiful’s 
° mig fp | circulation is: 
> ex- * ve i 1/4 of Home Magazine B—its INFLUENCE proves 21% times greater per copy 
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‘d edi- pie aes (Note: WEEKLY B—did not rate at all in this area.) 
- neorel ; — " Indicating? That a magazine is only as good as its audience is ACTIVE at the POINT OF SALE. That 
of the 3 ? fabulous incomes or astronomical circulations are no guarantee in themselves of a readership 
home tA 4 ready, willing or able to buy. That in the home furnishings and major appliances field, particu- 
4 re A larly—the most effective advertising vehicle is the magazine that selects its audience, by virtue of 
 Plan- 4 “ its editorial concentration (and premium price) from among: 
ington er 1. Families whose particular interest is home improvement. 
o Plan wee Oa, % 2. Families with better-than-average incomes—accustomed to living well. 
pnd ee RCE . * 3. Families in the age groups when most accumulate the bulk of their capital goods, and when 
news- a: a, earning and spending power are at peak levels. 
D9 as to ee i , , , , 
aphasis ; el yé In short, House Beautiful magazine—now reaching more than 520,000 actively interested families 
Shicago — 4. every month. 
is Star, re a 
id De- 3 os ; . 
.cluded Fa We'll tell you this much now. It’s a new approach to media selection— 
ng the £ ‘we based on the results of 3,500 personal interviews with shoppers in 7 
riented a a what > Sa * house furnishings departments of a dozen leading stores from coast- 
ditoria! £ se to-coast. For a complete explanation send for a House Beautiful repre- 
: hs ie find out today sentative today. 
Pe a House Beautiful Magazine, 572 Madison Avenue, New York 22, N. Y. 


ee — House Beautiful Magazine 
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Vamoose Deodorant 
to Bow in Chicago 


Cuicaco — Vamoose Products, 

Inc., has been formed here to mar- 

re ket Vamoose room deodorant. A 

page ad in the Chicago Tribune 

next Friday will open a $200,000 

 . campaign, handled by M. Glen 
, Miller, Advertising. 

Vamoose is sold at $1.98 in a new 
type of container developed by 
Continental Can Co. The more or 
less ordinary looking can con- 
tains a propellant, so that the 
liquid deodorant sprays at once 
when a button is pressed. It is 
said to work instantly. 

Vamoose Products expects to use 
radio announcements as well as 
several newspapers in the opening 
" Chicago drive. Milwaukee and St. 
=. Louis will probably be next for 

distribution and other midwestern 
markets will follow. 

Kenneth Webster, formerly with 
Phant, Inc., maker of the Oral Kit 


folding toothbrush package, is 
vice-president, sales manager and 
in charge of advertising for Va- 
moose, which is located at 8 S. 
Michigan Ave. here. 


APRA Unit Elects Officers 


John Marschalk has been elected 
president of the Southern Cali- 
fornia Forge of the American Pub- 
lic Relations Association. Other 
officers are: F. A. W. Stiefler, 
vice-president; Daniel Anderson, 
treasurer, and Chet L. Swital, ex- 
ecutive secretary. All head their 
own organizations in Los Angeles 
except Mr. Stiefler, who is di- 
rector of publications for the Pa- 
cific Bethlehem Steel Corp. 


ATF Sales Names Gerhart 
Frank C. Gerhart, formerly ad- 
vertising manager and buyer of 
printing of Champion Paper & 
Fibre Co., Hamilton, O., has been 
appointed advertising manager of 
American Type Founders Sales 
Corp., Elizabeth, N. J. He succeeds 
the late Robert B. Huddleston. 


CBS Pitches for 
Benny, but NBC 
Holds on Tight 


New YorK—At week’s end, in- 
dications were that NBC—not CBS 
which has been making an all-out 
pitch for NBC’s Jack Benny-Phil 
Harris-Edgar Bergen Sunday night 
lineup—would carry Coca-Cola’s 
latest radio buy, the Edgar Bergen 
show. Encouraged by its “Amos ’n’ 
Andy” coup, Columbia moved out 
its big sales artillery as soon as 
Standard Brands began trying to 
get rid of the $25,000 weekly Ber- 
gen-McCarthy package. 

NBC’s counter move was to dis- 
patch President Niles Trammel to 
California for a huddle with the 
comedians. Unofficial reports Fri- 
day were that Mr. Trammell’s 
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mission to Hollywood was a suc- 
cess. The cost of the operation has 
been variously estimated at from 
$3,000,000 to $6,000,000—Jack Ben- 
ny’s selling price for Jack Benny 
and his Amusement Enterprises. 

This Amos 'n’ Andy type capi- 
tal gains deal on which NBC out- 
bid CBS, presumably gives the 
network all rights to Mr. Benny 
and Amusement Enterprises. Keep- 
ing the violinist was key to re- 
taining the entire block of artists, 
who consider themselves a Hooper 
unit. 

No particulars on the Coca-Cola- 
Bergen contract were available at 
press time. The company, which 
has two half-hour shows on CBS 
and a three times weekly program 
on NBC, had made no formal 
statement. 


ws Meanwhile, on other fronts, 
radio last week was enjoying a fall 
sales boom as a number of adver- 
tisers made plans for new shows. 

American Tobacco Co., follow- 


MILWAUKEE wmarxerorics 


Tue MILWAUKEE JOURNAL composite 
index of business conditions in Milwaukee 
county was 281.5 in September, compared to 
251.3 in September, 1947, and 265.4 in August, 
1948. This index includes retail sales, factory 
employment, pay rolls, bank debits and con- 
struction, with 1935-’39 averages as 100 


Department store sales as reported by the Federal 
Reserve Banks show Milwaukee’s gain of 12% in the 
first nine months of 1948, compared to the same period 
in 1947, exceeds the gains in all other large cities 
(500,000 or more population) Milwaukee also leads 
in gains since 1939. 


Department of Commerce reports on sales of 
independent retail stores also show Milwaukee 
leading all big cities with a gain of 14% in the 
first nine months of 1948, compared to the 
same period in 1947, 


Factories in Milwaukee county employed 148,300 
production workers in September, compared to 150,200 
a year ago and 148,500 in August, 1948. Temporary 
lay-offs due to production model changes were pri- 
marily responsible for small declines, according to the 
Wisconsin Industrial Commission. 


The pay roll for these factory production work- 
ers averaged $9,171,000 weekly, compared to 
$8,659,000 in September, 1947. Average week- 
ly earnings were $61.81, compared to $57.49 in 
the same month a year ago. This average of 
$61.81 was 14% more than the $54.06 average 
for all United States manufacturing in Septem- 
ber—again emphasizing the greater proportion 
of skilled workers and higher wage rates in 
Milwaukee’s metalworking industries. 
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Check transactions in Milwaukee banks (debits to in- 
dividual accounts) in September totaled $1,391 million, 
a gain of 10% over the total of September, 1947, and 
more than three times the average monthly volume in 
the years 1935-39. 


Construction awards in Milwaukee county in 
September totaled $8,127,000. Total awards 
for the first nine months of 1948 were over 
$81,000,000, or more than four times the aver- 
age volume for the period in the years 1935-’39. 


Sales Management magazine’s monthly index, “High 
Spot Cities,” estimated Milwaukee retail volume in 
November at 377.6, based on November, 1939, as 100. 
This compares with the United States index of 316.9 
and indicates Milwaukee percentage gains far greater 
than most large cities. 


The Federal Reserve Bank of Chicago reports 
as follows on its recent survey of Milwaukee 
business: (1) Total employment in the county 
increased 60% since 1939, compared with 43% 
for the nation as a whole; (2) a quarter billion 
dollars in new factories and equipment has 
been added since 1939; (3) factory production 
of about 1.9 billion dollars per year is 3.4 times 
the 1939 total, and (4) personal income in the 
county is currently at the annual rate of 1.8 
billion dollars, an increase of 217% over 1939, 


compared to 188% for the nation as a whole. 


In Milwaukee and suburbs, The Milwaukee Journal is 
read regularly in 95% of the 242,579 homes in the area. 
The Journal is “carrier-delivered” to five times as 
many of these homes as any other newspaper. 


| ing the lead of two satisfied day 
time cigaret sponsors, Philip Morri 
‘and Chesterfield, will start 
idaily CBS show late this year o 
early next. Don Ameche will emce 
a 30-minute talent hunt shoy 
which is to travel several week: 
The time, bought through Batter , 
Barton, Durstine & Osborn, repre - 
sents gross billings of more tha 
$2,000,000. 

Lucky Strike has selected th: 
4:30 to 5 p.m., EST, strip, lat: 
enough to catch the. smoking ag; 
youth and other non-housewif: 
potential customers. 

Procter & Gamble, giant of day- 
time radio, is revising its schedule. 
The soap manufacturer will take 
over the 15-minute CBS spot va- 
cated by Manhattan Soap’s “Evelyn 
Winters” starting Dec. 27. At press 
time there was no definite infor- 
mation available as to P&G end 
Compton Advertising’s plans for 
the segment. There was some pos- 
sibility that “What Makes You 
Tick?,” now heard on ABC, would 
move to Columbia if network 
officials okay the transcribed show. 

Another block of CBS time was 
sold to Longines-Wittnauer Watch 
Co., through Victor A. Bennett Co., 
which will air the symphonette, 
last heard on WOR, at 2 p.m., EST, 
effective Dec. 26. Longines’ “Festi- 
val of Song,” the current 2 p.m. 
offering, will be aired at 5 p.m., 
EST. 


ws American Broadcasting Co., 
meanwhile, has added two new 
names to its list of clients. National 
Dairy Products Corp., backer of 
Dorothy Lamour’s variety show on 
NBC for Sealtest, will give Dorothy 
Dix her first regular radio job. 
The 15-minute broadcast will be 
heard daily at 1:45 p.m., EST. Ten- 
tative starting date is Jan. 3. N. W. 
Ayer & Son is the agency. 

Network expenditures for 
Chesebrough Mfg. Co. will be al- 
most doubled with the addition of 
a 30-minute dramatic show, “Little 
Herman.” This wiil bow Jan. 1 at 
9 p.m., EST, over ABC, through 
McCann-Erickson. Previously, 
Jean Hersholt’s “Dr. Christian” 
(CBS) was Chesebrough’s only 
network program. 

Largest Mutual sale recently was 
made to Kaiser-Frazer Corp., 
which bought 30 minutes each for 
Guy Lombardo and the “Thin 
Man.” Conti Products’ new musi- 
cal, “Yours for a Song” starts Fri- 
day (Nov. 19) at 9:30 p.m., EST, 
through Bermingham, Castleman & 
Pierce. 


Byrne Develops New Use 
for 3-Dimensional Photos 


Fran Byrne, publicity photo- 
grapher with studios in the Mer- 
chandise Mart and at 102 E,. Hub- 
bard St., Chicago, has developed 
the use of three-dimensional color 
photography for selling bulk items 
that cannot be carried by salesmer 
Pictures are packaged in a carry- 
ing case with a viewer and slots 
for the various slides. 


Coutlee Joins Rudge 


Douglas Wakefield Coutlee Jr, 
formerly with Charles W. Hoyt Co, 
New York, has joined William F. 
Rudge’s Sons, New York, as a! 
account executive. Mr. Coutle: 
will specialize in the planning an: 
production of house magazines. 


Verschuur Joins ‘Sport’ 

Thomas Verschuur has resigne< 
from the Chicago sales staff o 
Outdoor Life to join Sport Maga 
zine’s Chicago sales staff. Mr. Ver 
schuur was western representativ:’ 
for 20 years of the Munsey Maga 
zines until their sale to Popula’ 
Publications in 1942. 


Wanted: Food Product 
I want to help some 
firm with a good prod- 
uct become a national 
best seller. This field is 
wide open! 


Box 7156, Advertising Age 
330 W. 42nd St., New York 18 
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Vamoose Deodorant 
to Bow in Chicago 


Cuicaco — Vamoose Products, 

Inc., has been formed here to mar- 

ce ket Vamoose room deodorant. A 

page ad in the Chicago Tribune 

next Friday will open a $200,000 

a. .: campaign, handled by M. Glen 
; Miller, Advertising. 

Vamoose is sold at $1.98 in a new 
type of container developed by 
Continental Can Co. The more or 
less ordinary looking can con- 
tains a propellant, so that the 
liquid deodorant sprays at once 
when a button is pressed. It is 
said to work instantly. 

Vamoose Products expects to use 
radio announcements as well as 
several newspapers in the opening 

" Chicago drive. Milwaukee and St. 

“a Louis will probably be next for 
distribution and other midwestern 
markets will follow. 

Kenneth Webster, formerly with 
Phant, Inc., maker of the Oral Kit 


folding toothbrush package, is 
vice-president, sales manager and 
in charge of advertising for Va- 
moose, which is located at 8 S. 
Michigan Ave. here. 


APRA Unit Elects Officers 


John Marschalk has been elected 
president of the Southern Cali- 
fornia Forge of the American Pub- 
lic Relations Association. Other 
officers are: F. A. W. Stiefler, 
vice-president; Daniel Anderson, 
treasurer, and Chet L. Swital, ex- 
ecutive secretary. All head their 
own organizations in Los Angeles 
except Mr. Stiefler, who is di- 
rector of publications for the Pa- 
cific Bethlehem Steel Corp. 


ATF Sales Names Gerhart 
Frank C. Gerhart, formerly ad- 
vertising manager and buyer of 
printing of Champion Paper & 
Fibre Co., Hamilton, O., has been 
appointed advertising manager of 
American Type Founders Sales 
Corp., Elizabeth, N. J. He succeeds 


the late Robert B. Huddleston. 


CBS Pitches for 
Benny, but NBC 
Holds on Tight 


New YorK—At week’s end, in- 
dications were that NBC—not CBS 
which has been making an all-out 
pitch for NBC’s Jack Benny-Phil 
Harris-Edgar Bergen Sunday night 
lineup—would carry Coca-Cola’s 
latest radio buy, the Edgar Bergen 
show. Encouraged by its “Amos ’n’ 
Andy” coup, Columbia moved out 
its big sales artillery as soon as 
Standard Brands began trying to 
get rid of the $25,000 weekly Ber- 
gen-McCarthy package. 

NBC’s counter move was to dis- 
patch President Niles Trammel to 
California for a huddle with the 
comedians. Unofficial reports Fri- 
day were that Mr. Trammell’s 


mission to Hollywood was a suc- | ing the lead of two satisfied day 
cess. The cost of the operation has time cigaret sponsors, Philip Morri 
been variously estimated at from | and Chesterfield, will start 

$3,000,000 to $6,000,000—Jack Ben- 


ny’s selling price for Jack Benny 
and his Amusement Enterprises. 

This Amos ’n’ Andy type capi- 
tal gains deal on which NBC out- 
bid CBS, presumably gives the 
network all rights to Mr. Benny 
and Amusement Enterprises. Keep- 
ing the violinist was key to re- 
taining the entire block of artists, 
who consider themselves a Hooper 
unit. 

No particulars on the Coca-Cola- 
Bergen contract were available at 
press time. The company, which 
has two half-hour shows on CBS 
and a three times weekly program 
on NBC, had made no formal 
statement. 


= Meanwhile, on other fronts, 
radio last week was enjoying a fall 
sales boom as a number of adver- 
tisers made plans for new shows. 

American Tobacco Co., follow- 


MILWAUKEE wmarxeropics 


Tue MILWAUKEE JOURNAL composite 
index of business conditions in Milwaukee 
county was 281.5 in September, compared to 
251.3 in September, 1947, and 265.4 in August, 
1948, This index includes retail sales, factory 
employment, pay rolls, bank debits and con- 
struction, with 1935-’39 averages as 100 


Department store sales as reported by the Federal 
Reserve Banks show Milwaukee’s gain of 12% in the 
first nine months of 1948, compared to the same period 
in 1947, exceeds the gains in all other large cities 
(500,000 or more population) Milwaukee also leads 
in gains since 1939. 


Department of Commerce reports on sales of 
independent retail stores also show Milwaukee 
leading all big cities with a gain of 14% in the 
first nine months of 1948, compared to the 
same period in 1947. 


Factories in Milwaukee county employed 148,300 
production workers in September, compared to 150,200 
a year ago and 148,500 in August, 1948. Temporary 
lay-offs due to production model changes were pri- 
marily responsible for small declines, according to the 
Wisconsin Industrial Commission. 


The pay roll for these factory production work- 
ers averaged $9,171,000 weekly, compared to 
$8,659,000 in September, 1947. Average week- 
ly earnings were $61.81, compared to $57.49 in 
the same month a year ago. This average of 
$61.81 was 14% more than the $54.06 average 
for all United States manufacturing in Septem- 
ber—again emphasizing the greater proportion 
of skilled workers and higher wage rates in 
Milwaukee’s metalworking industries. 
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Check transactions in Milwaukee banks (debits to in- 
dividual accounts) in September totaled $1,391 million, 
a gain of 10% over the total of September, 1947, and 
more than three times the average monthly volume in 
the years 1935-'39. 


Construction awards in Milwaukee county in 
September totaled $8,127,000. Total awards 
for the first nine months of 1948 were over 
$81,000,000, or more than four times the aver- 
age volume for the period in the years 1935-’39. 


Sales Management magazine’s monthly index, “High 
Spot Cities,” estimated Milwaukee retail volume in 
November at 377.6, based on November, 1939, as 100. 
This compares with the United States index of 316.9 
and indicates Milwaukee percentage gains far greater 
than most large cities. 


The Federal Reserve Bank of Chicago reports 
as follows on its recent survey of Milwaukee 
business: (1) Total employment in the county 
increased 60% since 1939, compared with 43% 
for the nation as a whole; (2) a quarter billion 
dollars in new factories and equipment has 
been added since 1939; (3) factory production 
of about 1.9 billion dollars per year is 3.4 times 
the 1939 total, and (4) personal income in the 
county is currently at the annual rate of 1.8 
billion dollars, an increase of 217% over 1939, 


compared to 188% for the nation as a whole. 


In Milwaukee and suburbs, The Milwaukee Journal is 
read regularly in 95% of the 242,579 homes in the area. 
The Journal is “carrier-delivered” to five times as 
many of these homes as any other newspaper. 
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daily CBS show late this year o 
early next. Don Ameche will emce 
a 30-minute talent hunt sho, 
which is to travel several week: 
The time, bought through Batter , 
Barton, Durstine & Osborn, repre - 
sents gross billings of more tha 
$2,000,000. 

Lucky Strike has selected th: 
4:30 to 5 p.m., EST, strip, lat: 
enough to catch the. smoking ag; 
youth and other non-housewif: 
potential customers. 

Procter & Gamble, giant of day- 
time radio, is revising its schedule. 
The soap manufacturer will take 
over the 15-minute CBS spot va- 
cated by Manhattan Soap’s “Evelyn 
Winters” starting Dec. 27. At press 
time there was no definite infor- 
mation available as to P&G end 
Compton Advertising’s plans for 
the segment. There was some pos- 
sibility that “What Makes You 
Tick?,” now heard on ABC, would 
move to Columbia if network 
officials okay the transcribed show. 

Another block of CBS time was 
sold to Longines-Wittnauer Watch 
Co., through Victor A. Bennett Co., 
which will air the symphonette, 
last heard on WOR, at 2 p.m., EST, 
effective Dec. 26. Longines’ “Festi- 
val of Song,” the current 2 p.m. 
offering, will be aired at 5 p.m., 
EST. 


ws American Broadcasting Co., 
meanwhile, has added two new 
names to its list of clients. National 
Dairy Products Corp., backer of 
Dorothy Lamour’s variety show on 
NBC for Sealtest, will give Dorothy 
Dix her first regular radio job. 
The 15-minute broadcast will be 
heard daily at 1:45 p.m., EST. Ten- 
tative starting date is Jan. 3. N. W. 
Ayer & Son is the agency. 

Network expenditures for 
Chesebrough Mfg. Co. will be al- 
most doubled with the addition of 
a 30-minute dramatic show, “Little 
Herman.” This wiil bow Jan. 1 at 
9 p.m., EST, over ABC, through 
McCann-Erickson. Previously, 
Jean Hersholt’s “Dr. Christian” 
(CBS) was Chesebrough’s only 
network program. 

Largest Mutual sale recently was 
made to Kaiser-Frazer Corp., 
which bought 30 minutes each for 
Guy Lombardo and the “Thin 
Man.” Conti Products’ new musi- 
cal, “Yours for a Song” starts Fri- 
day (Nov. 19) at 9:30 p.m., EST, 
through Bermingham, Castleman & 
Pierce. 


Byrne Develops New Use 
for 3-Dimensional Photos 


Fran Byrne, publicity photo- 
grapher with studios in the Mer- 
chandise Mart and at 102 E. Hub- 
bard St., Chicago, has developed 
the use of three-dimensional color 
photography for selling bulk items 
that cannot be carried by salesmer 
Pictures are packaged in a carry- 
ing case with a viewer and slots 
for the various slides. 


Coutlee Joins Rudge 


Douglas Wakefield Coutlee Jr, 
formerly with Charles W. Hoyt Co, 
New York, has joined William F. 
Rudge’s Sons, New York, as a): 
account executive. Mr. Coutle: 
will specialize in the planning an: 
production of house magazines. 


Verschuur Joins ‘Sport’ 

Thomas Verschuur has resigne« 
from the Chicago sales staff o 
Outdoor Life to join Sport Maga 
zine’s Chicago sales staff. Mr. Ver 
schuur was western representativ:: 
for 20 years of the Munsey Maga 
zines until their sale to Popula’ 
Publications in 1942. 


Wanted: Food Product 
I want to help some 
firm with a good prod- 
uct become a national 
best seller. This field is 
wide open! 


Box 7156, Advertising Age 
330 W. 42nd St., New York 18 
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Her with First 3’s : 
ie SUNDAY PUNCH 


Give your advertising MORE POWER in the Rich Industrial North and 

East. rirst 3 MARKETS GROUP delivers a heavily concentrated TOTAL 
— CIRCULATION of over 7,300,000 which includes an average family 
coverage of 78% in the compact metropolitan areas of New York, 
as ai Chicago and Philadelphia—areas in which it is “most profitable to 
i. and do business.” 


New York Sunday News 


t TO : : 
ye ra Chicago Sunday Tribune 
wun t . 
1 Philadelphia Sunday Inquirer 
Sunday : 4 tere 
Punch saiag : Rotogravure « Colorgravure 
ge Oo U P | | 4 Picture Sections « Magazine Sections 
New York 17, N. Y., News Building, 220 East 42nd Street, VAnderbilt 6-4894 7 Chicago 11, Ill., Tribune Tower, SUPerior 0044 


San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 ” Los Angeles 13, Cal., 448 So. Hill Street, MIChigan 0578 
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Return of Veteran 
Shows Changes Top 
20 Nielsen Rating 


Cuicaco—The return of many 
veteran shows after the summer 
hiatus resulted in almost a com- 
plete realignment of A. C. Nielsen 
Co.’s “top 20” programs for the 
week of Oct. 3-9. 

“Lux Theater” maintained its 
hold on first place and Swan’s 
Bob Hope moved from fifth to sec- 
ond position, but ten of the top 20 
were newcomers to the fall air 
schedules. 

“Fibber McGee & Molly” (John- 
son’s wax) took third place on 


ag _ FILLING-IN 


OGRAPHING. | 


Pots, seca A. BA 


THE LETTER SHOP. Inc. 
431 6. Dearborn St., Chicago 5. Illinois 


their Nielsen debut, “Duffy’s Tav- 
ern” (Bristol-Myers) was in 
fourth place and Rexall’s Phil 
Harris-Alice Faye show fell into 
the fifth spot on its opening meas- 
ured broadcast. 

Also in the top 20 were Jack 
Benny for Lucky Strike, Pepso- 
dent’s “My Friend Irma,” “Date 
With Judy” (Tums), Burns and 
Allen for Maxwell House, Stand- 
ard Brands’ Charlie McCarthy, 
“Aldrich Family” (General Foods) 
and Ford’s Fred Allen—all shows 
getting a Nielsen rating for the 
first time this season. 


a While a number of shows pre- 
viously in the top listener group 
moved down the scale, the “Jer- 
gens Journal” climbed 2.5 points 
to 11th position. 

The leaders in the daylight dra- 
mas continued fairly stable, how- 
ever. “Stella Dallas” (Sterling 
Drug) moved from tenth to fifth 
place, however, while Liggett & 
Myers’ chunk of Arthur Godfrey 
moved in the reverse direction 
from fifth to tenth position. 


The top five daytime weekend 


5-to-60 minute programs changed 


markedly. Williamson Candy’s 
“True Detective Mysteries,” Hel- 
bros Watch’s “Quick as a Flash,” 
and General Foods’ 
Mystery” made the first five. 


The average World’s Series 
broadcast for the week (not in- 
cluded in the regular ranking 


tables) reached 25.9% of the ra- 
dio homes, and radio usage per 
home per day averaged 4.3 hours, 
8% above the last report and 3% 
above the figure a year ago. 


McDonnell Joins Mallon 


Peter J. McDonnell, former vice- 
president of Advertising House, 
Inc., New York, has been appointed 
director of sales and sales pro- 
motion of Peter F. Mallon, Inc., 
engraver, Long Island City, N. Y. 


Names Rothenberg 


A. M. Rothenberg Associates, Los 
Angeles, has been named repre- 
sentative in 11 western states fo 
American Roofer & Siding Con- 
tractor and Building Specialties, 
Harris-Fox-Hoffman publications. 


In Philadelphia— nearly everybody reads The Bulletin 


Evening and Sunday 


“House of 


Advertising Age, November 15, 1943 


Nielsen Figures on Top-Rated Shows 


Week of Oct. 3-9, 1948 


All figures copyright by A. C. Nielsen Company 
EVENING, ONCE-A-WEEK, 15-60 MINUTE PROGRAMS 


TOTAL AUDIENCE AVERAGE AUDIENCE 

Cur. Prev. Cur. Points| Cur. Prev. Cur. Poin s 
Rank Rank Program Rating Change | Rank Rank Program Rating Chance 
1 1 tux _— Theater...... 27.1 +15} 1 Lux Radio Theater...... 196 +11 
2 ae Me. sictesedes ea 240 +40] 2 — Fibber McGee & Molly. .19.5 -- 
3 — Fivber ‘MeGee & Molly. . .23.6 —j| 3 6 Ge. ee cbeneccseoncs 178 +335 
4 — Duffy's Tavern ........ 22.6 —j| 4 — Duffy's Tavern ........ 16.6 -- 

5 — Phil Harris-Alice Faye 5 — Phil Harris-Alice Faye 
EE fetes beneo ae 21.3 — ae 16.3 - 
6 — Jack Benny ........... 19.9 —]| 6 — Jack Benny ........... 15.5 -- 
7 2 Godfrey's Talent Scouts..19.6 —1.8| 7 8 Jergens Journal ....... 15.2 +20 
8 — My Friend Irma........ 18.9 —| 8 — My Friend Irma........ 14.5 -- 
9 SS Sa bab oo ce 0 ded 18.3 —1.5/] 9 i 144.1 —1) 
10 — Date with Judy......... 18.1 —/10 7 Crime Photographer ....140 —0.4 
ll 18 Jergens Journal ........ 178 4+2.5/11 — Burns and Allen ....... 13.9 -- 
12 — Burns and Allen........ 17.6 —|12 es ME aPbceavecess 13.9 —3.3 
13 9 Crime Photographer ....17.4 —0.6/ 13 5 Godfrey's Talent Scouts..13.7 —0.4 
14 Zs it (ear 17.4 —3.3/14 — Charlie McCarthy ...... 13.6 -- 
15 — Charlie McCarthy ...... 17.2 —/15 — Fred Allen ............ 13.1 -- 
16 — Aldrich Family ........ 16.8 —/16 19 People Are Funny...... 128 +1.1 
17 1l Mystery Theater ....... 16.7 —0.4/17 — Date with Judy ........ 12.7 - 
18 our Ge SE. b bncecesites 16.6 —/|18 16 FBI in Peace and War..12.7 +0.5 
19 12. FBI in Peace and War...16.6 —0.8/19 — Aldrich Family ........ 12.6 -- 
20 22 Mr. and Mrs. North....16.4 +1.6} 20 22 Mr. and Mrs. North....12.4 +17 

EVENING, 2 TO 5 A WEEK, 5-30 MINUTE PROGRAMS 
1 B Bete BR nccwsccese 13.9 +2.3| 1 D Be TE. «axe cecces 10.5 +2.0 
2 2 Edward R. Murrow ....10.7 41.7) 2 2 Edward R. Murrow ..... 8.1 41.1 
3 6 Club “15 Bob Crosby..10.1 +1.7/ 3 4 Club “15” Bob Crosby .. 81 +14 
DAYTIME, 2 TO 5 A WEEK, 15-30 MINUTE PROGRAMS 
1 1 When A Girl Marries....12.9 +415] 1 1 When A Girl Marries....11.4 +14 
2 2 Young Widder Brown....11.8 +4+1.3] 2 2 Backstage Wife ....... 10.4 41.3 
3 3 Backstage Wife ........ 11.7 +1.7] 3 3 Young Widder Brown....10.3  +1.2 
4 Right to Happiness..... 11.2 +11] 4 tet a 99 +1.7 
5 10 Stella Dallas .......... 11.0 +1.7] 5 4 Right to Happiness..... 95 +0.6 
6 9 Pepper Young’s Family..10.1 +0.7] 6 6 Pepper Young's Family.. 9.1 +0.5 
7 13 Lorenzo Jones ......... 10.1 +10] 7 14 Lorenzo Jones ......... 88 +1.2 
8 1l_ Portia Faces Life ...... 10.0 +05] 8 1l Portia Fares Life...... 88 +0.4 
9 8 Our Gal, Sunday ....... 95 406] 9 7 Our Gal, Sunday ...... 8.2 +0.2 
10 5 Arthur Godfrey 10 Pe uaa 7.9 +0.3 
(Ligo. & Myers) . 94 40.11/11 13 Wendy Warren ........ 7.9 40.9 
ll a. en re been ehate oie 90 +0.3/12 5 Ma Perkins (CBS)...... 79 —0.1 
12 12 Wendy Warren ........ 89 +0.6/13 10 Arthur Godfrey 
3 6 Ma Perkins (CBS) ..... 88 —0.1 (Ligg. & Myers).... 7.8 +0.1 
14 14 Romance of Helen Trent.. 8.6 +0.3 '14 32 Romance of Helen Trent.. 7.7 +0.4 
15 15 Ma Perkins (NBC)..... 84 +0.1 15 21 Ma Perkins (NBC)...... 7.1 +05 
DAYTIME, SATURDAY OR SUNDAY, 5-60 MINUTES 

1 12 True Detective Mysteries.12.9 +63] 1 8 True Detective Spates. . 10.3 +47 
2 3 Armstrong Theater ..... 11.4 +41.7| 2 3 Armstrong Theater .... 9.0 +14 
3 15 Quick as a Flash....... ms 463|° %° See ee ff luk 
4 5 Junior Miss .......... 10.8 +1.7 ce on OOO 
4 1 Grand Central Station... 78 —0.7 
5 20 House of Mystery....... 10.6 +5.6/ 5 19 House of Mystery....... 75 +4.6 


D-F-S Appoints Holmes 
V. P.; 2 Quit Agency 


Joseph Horne Holmes Jr. has 
been appointed a vice-president of 
Dancer-Fitzgerald-Sample, New 
York. He was 
formerly with 
Young & Rubi- 
cam, New York. 

In his new posi- 
tion, Mr. Holmes 
will be account 
executive for a 
group of products 
of the Whitehall 
Pharmacal Co., a 
division of Amer- 
ican Home Pro- 
ducts Corp., New 
York. 


J. H. Holmes Jr. 


A. O. Meyer, promotion depart- 
ment head, in the Chicago office, 
have resigned. 


CBS Acquires TV Righis 
to 52 English Movies 


Columbia Broadcasting System 
has obtained exclusive American 
television rights to 52 British films, 
featuring such names as James 
Mason, Michael Redgrave and 
Gracie Fields. The movies, to be 
made available to all television 
stations, will be ready for distri- 
bution within six weeks. 

CBS has appointed Stanton Mil- 
ler Osgood, formerly assistant to 
the commercial production mana- 
ger of RKO-Pathe in New York, 


Joseph M. Greeley, executive on |as manager of its film procure- 


the General Mills account, 


and |ment division. 


Zuality 
REPRODUCTION 


AT A DEFINITE SAVING IN TIME AND COST! 


‘KAUFMANN BAKED MATS - 


If you ate faced with the ptoblem of keeping production 
costs down, while maintaining the Aigbest standards of 
newspaper reproduction quality, may we suggest that 
you try KAUFMANN BAKED MATS? Many advertisers 
are using them with complete satisfaction even on the 
‘most difficult of subjects: KAUFMANN BAKED MATS 
assure you: (1) Finest Reproduction Quality; (2) Distinct 
Savings in Money and Time: Write for newspaper samples 


Me 


‘today: We believe you'll be convinceds” 
On dealer campaigns try KAUFMANN Direce Pres? 


sure DRY MATS for good reproduction at lowest cost! 
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Sweetser Hails 
Media Men for 
Profit Potential 


CINCINNATI—The Advertisers 
“lub of Cincinnati last week heard 
, publisher hail agency media men 
is “potentially the most profitable 
ndividuals on the agency staff.” 

G. T. Sweetser, vice-president of 
Esquire, Inc., and publisher of 
Esquire and Apparel Arts, quoted 
Walter Lowen as calling media 
men the most grossly underpaid 
and underrated of all agency ex- 
ecutives. 

He called “space-buyer” a mis- 
nomer, saying the “more accurate 
title for the man who invests your 
advertising dollar is ‘director of 
marketing and media,’ ‘vice-presi- 
dent of marketing and media,’ if 
you will. With that title should 
come the duties, the responsibili- 
ties and—most important—the au- 
thority to carry out what I claim 
to be the most important job in the 
agency business today—buying the 
media which carry your message.” 


s He said the importance of the 
media man stemmed from these 
facts: In 1939 there were some 
9,000 advertisers in magazines; to- 
day there are 12,500. In 1940, the 
9,000 spent $1.7 billion on adver- 
tising; advertisers will spend well 
over $4 billion on advertising this 
year. In 1940, there were 139 
national advertisers of electrical 
equipment; today there are 332. 
In 1940 there were 1,226 national 
advertisers of clothing; today, 
nearly three times as many—3,216. 

“In other words,” said Mr. 
Sweetser, “the mere fact that you 
are a national advertiser is not 
enough. You’ve got to be a good 
one. And being a good one means 
finding your prospect and selling 
him. . . This job, seeking out the 
right prospects for the right prod- 
ducts, is one of the media director’s 
vital responsibilities.” 

Mr. Sweetser then showed what 
a good media man must winnow 
through: 7,346 magazines (4,985 in 
1940), 1,962 radio stations (814 in 
1940) ; by the end of 1948 there will 
be 65 television stations (two in 
1940), and Ayer’s directory lists 
20,000 different publications in the 
U. S. 


# He pointed out that a media man 
must know the peculiarities of 
products and markets, must be 
sensitive to timing, and must be 
aware of the vast problems raised 
by changing populations. “He can’t 
take anything for granted—partic- 
ularly the prognostications of the 
pollsters,” Mr. Sweetser quipped. 
He pointed out that population ex- 
perts had been predicting for years 
the leveling off of U. S. population 
increase in 1960, and then its de-+ 
cline. But the war confounded the 
experts, and today the U. S. has 
the highest marriage rate in its 
history and an expanding popula- 
tion now calculated to hit its peak 
in 2000. 

Similarly, media men must 
choose between media. “Despite 
all the dopesters, the newsstand 
sales of a large number of maga- 
zines is way off—off to such an ex- 
tent that some of them are re- 
adjusting their guarantee,” Mr. 
Sweetser reported. “On the other 
hand, some magazines are on the 
way up—fast. An alert media di- 
rector knows which ones are the 
comers and has his lines out where 
it will do the most good for his 
accounts.” 

He recalled that Ben Duffy, 
president of Batten, Barton, Dur- 
stine & Osborn, has said that the 
greatest increase in agency billing 
should come from increasing the 
sales of the agency’s present ac- 
counts. “The best way to develop 


a current account, obviously, is to 
help increase the sales of that 
account. That means more dollars 
for advertising. That means more 
media and more frequent use of 
media. Developing business on this 
premise is a creative job.” 

He said an advertising agency is 
a team operation, and compared | 
the media man to the catcher. He 
said it is no accident that BBDO| 
has-a former director of media as | 
its president, and that J. Walter 
Thompson Co., N. W. Ayer & Son, 
Young & Rubicam and Benton & 


Bowles all have vice-presidents in 
charge of media. 


de Bevec Named Media 
Director of Tatham-Laird 


John de Bevec, who joined Tat- 
ham-Laird, Chicago, two years ago 
after serving as director of media 
in the Chicago office of Batten, 
Barton, Durstine & Osborn, and 
previously with Knox-Reeves, 
Minneapolis, has been appointed 
director of media for the agency. 

Mary Sheridan continues with 
Tatham-Laird as media manager. 


Elects Davis and McMahon 


Herbert S. Davis and J. Lee Mc- 
Mahon, formerly in the research 
and product analysis fields, have 
been elected vice-presidents in 
charge of public relations of Mar- 
ket Research & Advertising, Inc., 
New York. 


Hammer Agency Appointed 


Hammer Co., Hartford, Conn., 
has been appointed to handle the 
advertising of Elm City Rubber 
Co., New Haven, processor and 
manufacturer of the Angel-lite and 
the Gold Medal lines of baby pants 


and the Dawn Day line of rain- 
coats, scarves, capes and other 
products. Magazines, trade publi- 
cations, radio and direct mail will 
be used. 


STOCK CUTS 


Complimentary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery St. 
San Francisco 5, California 


“‘WE ADVERTISE in the Rapid City 
Daily Journal for we feel that, 
with its great coverage, we can 
reach the maximum of our po- 
tential farm and ranch customers, 
and it is the ONLY daily news- 
paper adequately serving our 
territory. Fifteen years ago it was 
a different story; however, we 
can now reach this great Western 
South Dakota territory at the 
POINT OF PURCHASE the 
day of publication.” 

RAPID CITY 

IMPLEMENT CO. 


Cfitsont 


President 
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Capture NOW this rich golden market of 
South Dakota by using the advertising col- 
umns of the locally managed, locally edited 
South Dakota Dailies-—-the ONE PRACTICAL 
MEDIA for pulling profits from this prosper- 
ous state! 


This is Why South Dakota Dailies 
Provide the Golden Key: 


e South Dakota is geographically set apart 
and is NOT INFLUENCED by ANY out-of-state 
metropolitan daily! 

e Advertising in the South Dakota Dailies 
is a local recommendation of an established, 
local friend. And all buying is local! 

e Local South Dakota Dailies bind the 
state’s wide open spaces into big, rich and 
concentrated markets! 

You Can Mine a Market Worth 

$300,000,000: 

Three hundred million dollars—South Da- 
kota’s pocket money—is ready cash, ready 
to be spent for household appliances and 
furnishings, automobiles, beverages, water 
systems, breakfast foods—all the products 
to fill the larder of a lush, luxury-loving re- 
gion. South Dakotans enjoy a standard of 
living second to none. For two straight years 
South Dakota topped the nation in “E” 
bond sales per capita! 

South Dakotans are buying what they 
want with cash they have on hand. They 
buy freely and with confidence products ad- 
vertised in their South Dakota Dailies. Link 
South Dakota Dailies to your product pro- 
motion and watch your sales soar! Stake 
your claim now in this $300,000,000 market! 


. 


’ H > 4 
There’s Opportunity BS 
in South Dakota! a>. 
1,000,000 additional kilowatts of electricity . . 
abundant natural resources . . . friendly Amer- 


ican labor . . . a fine highway system that is 
constantly being improved and expanded by 
the State Highway Commission . . . planned 
recreational facilities under the direction of the 
Department of Game, Fish and Parks . . these 
are but a few of the many advantages that ag- 
gressive manufacturers and distributors are 
considering in their plans for expansion or de- 
centralization. 

In the friendly state of South Dakota, ap- 
proximately eight hundred million dollars will 
be spent in the next ten years in the Missouri 
River Plan to further improve one of the rich- 
est agricultural states in the nation! 


“Your farm page is doing a good job for us.” 
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We have to Cancel Ads 


in South Dakot 


=, a Dailies! 
: > NaVe a very prog 
in theoeee of fateneay bon 
> e Watertown area and 
7 ey look forward to t 
a A nad copy of the lana 
sc ey can see what 
— for sale each y vad = 
pas : We usually order 
* ad for three days, but 
very often we have to ca 
wa _it after the first ys 
ao the item advertie, 
1as already been sold ” 
WATERTOWN 
IMPLEMENT Co 
Ale CVT 


Partner 


: Ca 


* The South Dakota Dailies Comprise Six 
Locally Managed and Locally Edited News- 
papers Serving the Six Primary Markets of 
South Dakota. . 


. both Rural and Urban. 
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Kodak Promotes Barbee 

Paul A. Barbee has been named 
assistant manager of the industrial 
photographic sales division of 
Eastman Kodak Co., Rochester, 
N. Y. He joined Kodak in 1934. 


Gets Paint Account 

James B. Sipe & Co., Pittsburgh, 
paint manufacturer, has placed its 
advertising with Smith, Taylor & 
Jenkins, Pittsburgh. 


MARK 'ANDY Annovaces 


PRINTED 
SCOTCH 
TAPE( 


SENT 

FREE 
POINT-OF-SALES big new idea — Scotch Tape 
printed with your advertising sign... perforated 
between each message. BABY BILLBOARDS ready to 
tear off. Stick anywhere. No dispenser needed. Write 
Mark ‘Andy, inc. of St. Lovis 22, Missouri. 


WABD Daytime 
Program Sparks 


Sales, Audience 


DuMont Plans Daytime 
Net; Sells Sterling 
Drug on Television 


New York — After two weeks 
of daytime telecasting, DuMont’s 
WABBD is off to a good start toward 
proving that advertisers are inter- 
ested in the housewife audience. 

First major convert was James 
Hill Jr., president of Sterling Drug, 
who previously has cold-shouldered 
video. Starting today (Nov. 15), 
Sterling is sponsoring Dennis 
James’ session with visiting 
mothers. Time for the 30-minute 
across-the-board program was 
bought through Dancer-Fitzgerald- 


Sample. Lined up tentatively for 
mention in the commercials are 
Bayer aspirin, Phillips’ Milk of 
Magnesia and Lyons toothpaste. 
Largest single block of time was 
sold to Teledisco, Inc., exclusive 
New Jersey distributor for DuMont 
television sets, and its dealers, 
who bought two hours daily. 
Green-Brodie was the agency for 
this $5,000 weekly time purchase. 


s Both Sterling and Teledisco—as 
other daytime clients—will pay no 
talent charges during the first 13 
weeks’ series under the terms of 
DuMont’s introductory offer. 

Alton Radio & Television Co., 
DuMont’s Elizabeth, N. J., dealer, 
claims credit for being the first ad- 
vertiser to back a regularly spon- 
sored morning telecast. This dealer 
went on Nov. 1 with the Stan Shaw 
program. 

Thirty-five of the 40 quarter- 
hours being carried weekly by 
Teledisco and its dealers will be 
paid for by the latter, who may 
use the time to advertise any prod- 
ucts they wish. Teledisco signs on 
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at 10:30 a.m., EST, and reminds 
the viewers to stay tuned in for 
its other programs which follow 
throughout the day. 

Meanwhile, the distributor and 
its dealers are plugging their new 
telecast in their regular newspaper 
advertising. Window streamers and 
counter displays have also been 
prepared to alert the lookers-in. 
Andrea Radio Corp. is airing a 
daily 10-minute newsstrip through 
Royal & De Guzman to plug its 
television sets. 


w Advertisers were being signed 
up hourly last week for announce- 
ments and $25 demonstrations (a 
less than half a minute mention). 
Among the first such clients were 
Philip Morris & Co. (Biow Co.); 
Mac Levy Slenderizing Salons 
(Wilbur Sheffield Co.); Atlantic 
Products Corp. (Contempo Adver- 
tising Agency); Bruner-Ritter for 
Bretton’s Bracelets (B. D. Iola Co.). 

Demonstrations on “Your Tele- 
vision Shopper” are being carried 
by Allied Food Industries (Byrne, 
Harrington & Roberts), for Holiday 


we 
DETROIT 


Dy 
Mae 


Some people are richer than others. They earn more, spend more. A 


collection of these richer people makes a richer market. If your advertis- 


ing campaign high-spots these richer markets, then top-spot on your list 


must, be Detroit with its 8 billion dollar manufacturing volume, its climb- 


ing retail sales, and its huge backlog of automobile orders. 


Through The Detroit News alone, with the largest weekday circula- 


tion in Michigan, you reach 63% of Detroit’s total income, 64% of the 


home owners, 65% of the auto owners. That’s why the combination of the 


Detroit Market and The Detroit News is your answer to increasing sales 


and lowering advertising costs. 


432,089—largest weekday circulation 
ever reached by any Michigan newspaper 


554,187 —highest Sunday circulation in 


Detroit News’ history 


A.B.C. figures for 6 months period ending March 31, 1948 


macaroon mix; Gotham Distribu- 
tor (direct) for Household cleane. ; 
Allen P. Brown (direct) for apron. 
and V-Mail Co. (direct) for V- 
Mail. Lou Schneider, Inc., is show - 
ing dresses and suits on “Ani 
Everything Nice.” 


ws Meanwhile, daytime program; 
mean a three-way drive for th: 
DuMont television network, whic | 
is bidding for the support of ad- 
vertisers, listeners and stations. 

The big pitch to sponsors is a) 
economy buy—talent free for 13 
weeks—and time costs of less tha, 
$13,000 weekly for a 15-minute 
daily strip. The sales impact of 
even a mediocre video program is 
enough to make most advertisers 
sit up and take notice in view of 
the heavy outlay they pay for ra- 
dio, Humboldt J. Greig, sales man- 
ager for the network, asserts. 

WABD believes it is delivering 
a daytime circulation of 100,000—- 
one out of four home sets in this 
area. This means a cost of approxi- 
mately two-tenths of a cent per 
home to a client. 

And not to be outdone by radio, 
DuMont is plying the faithful with 
prizes. Contestants who make the 
most impressive composition—in 
25 words or less, of course—on the 
subject, “I like daytime televis- 
ion because,” will be rewarded 
with diamonds. First prize is a 
$1,000 ring, second is a $500 dia- 
mond and wedding ring set, and 
third is a $300 diamond and wed- 
ding ring. The rings are donated 
gratis in exchange for air time. 

This competition is expected to 
serve the dual purpose of upping 
the daytime audience and reveal- 
ing the listeners’ program likes and 
dislikes. 


s Surest indication that daytime 
television is here to stay was the 
reaction of television stations 
which at mid-week were being 
lined up to carry the DuMont pro- 
grams on a network basis. Final 
details are still being ironed out, 
but WTTG, DuMont-owned Wash- 
ington station; WFIL-TV, Phila- 
delphia, and WAAM, Baltimore, 
are expected to begin picking up 
some of the shows by Dec. 1. 

As soon as the AT&T cable to 
the Midwest is completed, by Jan. 
1, DuMont hopes, the network’s 
owned and operated Pittsburgh 
station, WDTV, due on the air Dec. 
15, will join the hookup. WGN-TV, 
Chicago, and WEWS, Cleveland, 
also have put in their bids for day- 
time programming service. 

No sales will be completed until 
the time has definitely been cleared, 
but Sterling Drug reportedly plans 
to extend its coverage on the Den- 
nis James show as soon as the sta- 
tions are available. 


European ‘Tribune’ Adds 
India as 26th Country 


The New York Herald Tribune’s 
European edition is now being sold 
in India via daily air delivery from 
Paris to Bombay, Calcutta, New 
Delhi and Karachi, bringing to 26 
the number of European and Mid- 
dle East countries where this edi- 
tion is distributed daily. 

The European edition is cur- 
rently on sale in 1,537 towns and 
cities of these 26 European and 
Middle East countries, through 
6,229 separate sales outlets. France 
has 3,500 Herald Tribune sales 
points located in 520 towns and 
cities. Germany receives the news- 
paper in 480 towns and cities with 
970 sales outlets. 


Boyle to ‘American Home’ 


Howard A. Boyle, formerly on 
the sales staff of Collier’s, New 
York, has joined the sales staff of 
American Home, New York. 
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Advertising Age, November 15, 1948 


NAEA Denies Aim 
io Set Rate on 
‘SEP’ Promotion 


‘Democracy Works Here’ 
Ils Theme of Retailer - 
‘Post’ February Drive 


CutcaGo—The Newspaper Ad- 
vertising Executives Association 
bulletin on the “Democracy Works 
Here” promotion of The Saturday 
Evening Post made no mention of 
rates, and therefore the headline 
carried by ADVERTISING AGE in its 
Nov. 1 issue may have been mis- 
leading, Laurence T. Knott, chair- 
man of the NAEA-National Re- 
tail Dry Goods Association com- 
mittee, said last week. 

“While the story was accurate,” 
Mr. Knott, who is assistant adver- 
tising manager of the Chicago 
Sun-Times, said, “unfortunately 
the headline said: ‘No Retail Rate 
in Post Drive, NAEA Cautions.’ 


s “My memorandum of Oct. 20 to 
Newspaper Advertising Executives 
Association members made no 
mention of the rate they should 
charge for advertisements tying 
in with this campaign. Whether 
to charge the retail price rate, or 
the general rate, is a decision 
to be made by the individual news- 
paper and is entirely dependent on 
its policy. The NAEA does not set 
the rates or policies of any news- 
paper. The rate to be charged for 
this ‘Democracy Works Here’ 
campaign tie-in advertising will 
vary with newspapers—some may 
charge the retail rate, while others 
will charge the general rate. 
“The sole purpose of the memo- 
randum was to advise NAEA mem- 
bers of the forthcoming promotion 
and familiarize them with its 
theme and scope. This would give 
them the opportunity to discuss it 
with retailers in their community 
prior to the opening of the cam- 
paign in February. By this pro- 
cedure we hoped newspapers could 
further good public relations with 
the retailers, rather than have any 
last minute misunderstandings.” 


s The patriotic project, sponsored 
by the retail associations of Am- 
erica in conjunction with The 
Saturday Evening Post, includes a 
four-color spread in the Feb. 19, 
1949, SEP, emphasizing the theme: 
“Yours is the right to pick and 
choose .. . Democracy works here! 
Without a free exchange of goods 
you cannot have a free people.” 
A wealth of tie-up and pro- 
motional material has been de- 
veloped by the Post for use during 
the celebration, with an extraor- 
dinary amount of enthusiasm be- 
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THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 


* A 


: 
‘ 


ing reported on the part of the 
retailers. 

While the NAEA warning about 
magazines’ promotions 
the retail rate was in keeping with 
the association’s distaste for re- 
tail copy which plays up national 
magazines, newspaper admen gen- 
erally agreed that the retail copy 
suggestions and layouts developed 
by the Post would probably not 
be questioned by most newspapers, 
since copy and layout emphasizes 
the local retailer’s message, with 
the Post merely being quoted on 


its “Democracy Works Here” slo-'! 


enjoying | 


gan. 

This is quite different, most 
newspaper admen agreed, from the 
promotions such as the Kroger “As 
Advertised in Life” set-up, in 
which Life’s logotype was the 
center of attention. 


Anchor Hocking Introduces 
New Dinnerware Line 


Anchor Hocking Glass Corp., 
Lancaster, O., has introduced a 
new line of heavy duty dinner- 


ware, called Jade-ite Fire-King, 
for hotels, clubs, restaurants, insti- 
tutions, etc. 


Roger F. Hall, in charge of the 
tableware division sales office in 
Baltimore, has been named promo- 
tion and development manager of 
the new line, with headquarters in 
Lancaster. Paul F. Stoudt, who 
has been in the New York office, 
has been appointed to succeed Mr. 
Hall in Baltimore. 


‘CHJ' Increases Ad Rates 
Effective with the April, 1949, 
issue, Canadian Home Journal, 
Toronto, will increase its adver- 
tising rates. The rate for one page 


will be raised from $1,760 asl 


$1,940. 


Running Promoted 


Richard W. Running, on the ad- 
vertising staff of the Des Moines 
Register and Tribune, has been 
appointed to coordinate local ad- 
vertising with national campaigns. 


—BURBANK, CALIF.— 


Pop. 1920, 2,913—1948 Pop. 76,681 
IS JUSTLY PROUD OF 
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BURBANK DAILY REVIEW 
Burbank's Only Daily Newspaper 
(Est. 1908 


DISTRIBUTORS IN 48 KEY CITIES, 


_ Your printed selling serves ds a BRIDGE to 


help your sales staff reach your customers. But 


your selling messages — combining striking 


art, arresting copy and fine printing — need 


a firm foundation — the paper you select to 


assure an outstanding first impression. That 


is why wise buyers of printing add the finish- 


ing touch of quality by specifying Oxford 


Papers for their sales-in-print. 
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The nation’s key executives read ForRBEs 
Magazine... respond to its editorial con- 
tent...depend upon ForsEs for business 
information. This confidence in the mag- 
azine, this dependence upon it assures 
large response to your advertising, too! 


In ten months 1,106 subscribers wrote 
commenting upon ForBEs’ articles... 
2,172 asked where they could buy 


items discussed in ForBEs... 41,192 
requested 185 booklets reviewed... 


1,461 used ForBEs to solve their busi- 
ness problems. 


ONE ADVERTISER’S COMMENT: 


**.,.confirms our opinion that FORBES 
Magazine reaches, per dollar cost, 
more business executives with high 
purchasing power of a forward-look- 
ing nature than our other mediums.” 


HOW FORBES HELPS ITS 
ADVERTISERS: 


‘The item you ran in your ‘New Ideas’ 
epartment started the ball rolling on 


7,896 inquiries ...I received 1,000 


Zo? — letters from Forses readers the first 


<<LLA 


30 days.” 


...-THE MEN \ 


START YOUR 1949 CAMPAIGN 


WITH ANNUAL REPORT ISSUE 
(Goes to Press Dec. 1, 1948) 


Company heads, banking, insurance an( 
investment authorities... over 500 in 
all. helped to produce Forses First An 
nual Report on American Industry . . 
out January 1, 1949, This cooperation 
from business leaders, who make wy 
ForBEs closely-knit family of readers. 
proves again that Forspes “Moves the 
Mighty.” 


Already widely acclaimed throughout 
the executive world... ForBpes Annua 
Report on American Industry will |e 
come a long-lived reference book .. 
bringing you Extra advertising vali ¢ 


ForBeEs should Top your 1949 li-t 
Here’s why! You can buy 12 full-pa 
advertisements in ForBEs, including t 1 
January 1, 1949 Report issue... not!» 
$70,000 ... not for $50,000... not jo 
$30,000 ... but for the modest sum o! 
$10.260. 


Here is POWER TO MOVE TH: 
MIGHTY AT MIGHTY LOW COST 
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_ Cost of Monthly Advertising Schedule 


In The Executive. Magasine Group 
_ (BLACK & WHITE PAGES) ' 


GUARANTEED 
CIRCULATION 


cost 


100,000 


$10,260 


‘Business Week 


175,000 


$19,435* 


fe | UL, S. News & World Report 


350,000. 


$29,640°* 


Fortune | | 


235,000 


$31,500 


Newsweek — 


700,000 


$33,280* 


1,500,000 


$7 1,370* 


SL Wi ta Gas eM MeN stad oi). 


Magazine of Business 


Says CHARLES J. HARDY 


Chairman, American Car & Foundry 


“| just want to say how much 

I like Forses Magazine of Business. 

To my way of thinking it is far 

and away better than any like production 
that comes to my desk.” 
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POWER TO MOVE THE MIGHTY...AT MIGHTY LOW COST 
(Write FORBES, 120 Fifth Avenue, New York 11, N.Y., for dramatic proof in brochure “‘Power To Move The Mighty.’’) 
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What About Marketing Research? 


By this time, there is quite 


* obviously no need to rehash the 


discussion of what happened to 
the opinion pollsters, and why. 

There is still a need, however, 
to emphasize the difference be- 
tween election polling and the 
same or similar techniques ap- 
plied to marketing problems, and 
to problems of public attitudes, 
employe attitudes, etc. 

Researchers debate the value 
and the accuracy of the methods 
used by the election pollsters, and 
most of the pollsters (in intervals 
between masticating large pieces 
of crow) have been talking about 
refining techniques and cutting 
down the margin of error. This can 
undoubtedly be done, but the im- 
portant point, from the stand- 
point of market research, is quite 
a different thing: 

The simple fact is that the mar- 
gin of error which creates such a 
mess in election polling is al- 
most always completely unim- 
portant when used in marketing 
or in public opinion testing other 
than vote forecasting. Certainly, 
if a business discovered through 
public opinion polling that 44% 
of the public did not like its busi- 
ness methods, it would not be mis- 
led in any important particular 
because it ‘““‘won” a verdict from a 
majority of the people. It would 
still be greatly concerned at the 
high number of unfavorable votes 
it received, and from that stand- 
point it would be completely unim- 
portant whether the “vote” was 
100% accurate or even 10% off. 

As for the host of sampling tech- 
niques used in marketing which 
measure action rather than at- 
titude or intention, these obviously 


That ‘Favorable Economic Climate’ 


Not so many months ago The 
Saturday Evening Post ran an ex- 
tremely interesting article 
W. A. P. John of MacManus, John 
& Adams, Detroit agency, telling 
how he has “learned to live” with 
a bad heart. 

Mr. John’s lesson in living seems 
to have a direct application to the 
current business and_ political 
scene. For 16 years, much of busi- 
ness has been talking about the 


to be reached. Like Mr. 
by 


need for a “more favorable econ-| 


omic climate.” A couple of weeks 
ago, much of business thought it 
was going to get such a climate. 
Now it knows it isn’t. 
Unpalatable as the idea may be, 
it is becoming clear that this con- 


/mic climate in the United States, 


have little relation to election poll- 
ing. There is no reason why the ac- 
tual figures developed by Nielsen, 
or Hooper, or Industrial Surveys 
or any similar accounting-type re- 
search should be one whit more 
suspect now than they were two 
weeks ago, or why any other type 
of marketing or advertising re- 
search should be any different now 
than it was before the election. 

As a matter of fact, two very 
great advantages to marketing and 
advertising research should emerge 
from the election situation: 

1. Business and advertising men, 
who have lately come to consider 
anything with a “research” label 
on it as infallible, may be brought 
to an understanding of what samp- 
ling is, and may finally under- 
stand that there is an inherent 
error in all sampling procedures— 
an error which is likely to be un- 
important in most marketing pro- 
blems, but an error nevertheless. 

2. Techniques, which are by no 
means perfect in this relatively 
new field, will be subject to in- 
tense discussion and investigation; 
charlatans will have a much 
harder time getting by with slip- 
shod or unscientific methods; and 
all research will tend to become 
more careful and more useful. 

The really important thing for 
the commercial user of research 
is to have a decent working know- 
ledge of what research is, and to 
use common sense in applying this 
tool to his own problems. It never 
did make sense to accept anything 
labeled “research” blindly as 100% 
accurate. In the same way, it does 
not now make sense to assume, 
with equal blindness, that all re- 
search is useless crystal gazing. 


omic climate” is a mirage, never 
John, 
business might just as well recog- 
nize a situation that exists, and 
learn to live with it. It might even 
ponder the thought that the econo- 


now—and even next year, no mat- 
ter what the 8lst Congress may do 
—is the most favorable economic 


“Television certainly |S wonderful! All my life I’ve been swallowing that gag about ‘a 
board of directors meeting‘! 


Another Ten 


One of business men’s popular 
communal sports is drafting a new 
set of commandments for the edi- 
fication of a particular group. One 
of the latest is the set drawn by 
Mervin A. Blach, president of the 
National Association of Retail 
Clothiers and Furnishers, for the 
board of directors of NARCF. They 
said: 

“1. Thou shalt credit thy neigh- 
bor as thyself. 


“2. Thou shalt respect thy pa- 
trons. 

“3. Thou shalt not chisel. 

“4. Thou shalt keep thy house 
in order. 

“5. Thou shalt not make false 
promises. 

“6. Thou shalt honor thy re- 
sources. 

“7. Thou shalt not kill incen- 
tive. 

“8. Thou shalt balance thy 
stock. 

“9. Thou shalt not commit 
gaucheism. 

“10. Thou shalt guard thy good 
name.” 

Gaucheism is here defined as 


“Yea, stay within the bounds of 
good taste, even in thy sales and 
special promotions.” 


Forgotten Man 

We once worked for a publisher 
who liked to preface his remarks 
with: “I just want to throw this 
out as a thought,” and the going 
gag in the city room was that 
most of the thoughts merited the 
treatment. 

Nevertheless, we’ve a thought 
we'd like to throw out. The crea- 
tive men of advertising agencies 
are overlooking a natural market. 
The Man Who Does Not Care; 
The Man Who Likes the Second- 
Best. 

In a world so manifestly full 
of slipshod people, it is unthink- 
able that admen have left the 
slothful unexploited. 

It would certainly be refreshing 
to find a product which is openly 
admitting that it is not only for 
those who prefer the finest, but 
actually tailor-made for the guy 
who is absolutely indifferent. 

It makes it possible for manu- 
facturers who never before have 
been able to say much of any- 
thing to proclaim proudly that 
their products are “second choice.” 
Instead of insisting on the ephe- 


climate anywhere in the world. 

For its own good and the good) 
of the country, business must rec- 
ognize the realities of the situa-| 
tion. It cannot stop or sulk. It must 
go on, doing the very best job 
possible within the existing cli- 
mate, playing the game by new | 
rules if need be, but always) 


cept of a “more favorable econ-/| giving its best. 


| Ways Better!” 


meral “better” which characterizes 
so many product claims... “All 
“50% Better!”... 


| this sensational new development 


makes it possible to say “All Ways 
Nearly as Good!” or “50% Com- 
parable!” 

The other possibilities in this 
approach are infinite. 


For one thing, by coming right 


out and saying it is not for the 
meticulous, a product can duck 
all the sleazy dodges which cus- 
tom, tradition and usage have 
thrust upon the also-ran. No longer 
need it refer to itself as the 
“economy” or “budget” type. It 
need not engage in euphemism, 
cozy word-play or the unfactual 
fact (“slightly sub-standard”). 

Incidentally, many a manufac- 
turer has glimpsed the possibility 
of doing this in reverse, some- 
times with very strange results. 
He first has a standard line; to 
this he adds a master line. Then 
he decides to refine the line a bit, 
adding a few gismos, and so he 
has a “standard deluxe” and 
“master deluxe” line .in addition 
to standard and master. Some 
have even been lured to add an- 
other, the super—in both super 
and super deluxe lines. The net 
effect is to upgrade the product 
so much that the salesmen are all 
a-dither for fear they will trade 
up some prospect to the point 
where he will buy the original 
standard model because he is un- 
able to pronounce the magic 
words “master super deluxe.” 

Mediocrity as a selling feature 
has been ignored. 


Some Sell 


Friend of ours, preparing to at- 
tend the National Safety Council 
meeting in Chicago, was startled 
to receive from the Club Flamingo 
in Chicago a letter which said in 
part: 

“You'll notice some of your fel- 
low visitors get into a cab, whisper 
to the driver, and go roaring west 
on Madison St. You'll wonder 
where they’re going. Here’s the 
secret. They’re bound for the Club 
Flamingo, where the evening belles 
are a-peeling...on the spacious 
runway-stage, known as_ the 
Bridge of Thighs.” 

The letter goes on to say that the 
club’s star stripper “feels as safe 
here as she did in her mother’s 
arms. Her mother is a high wire 
walker in Ringling’s Circus.” It 
promises that the emcees “will tell 
you stories you never learned at 
that other swell joint: your moth- 
er’s knee... No parking charge for 
your car or your carcass. In other 
words, no cover, no minimum, no 
nothing, except girls, girls, girls!” 
The manager adds a postscript, 
“check your inhibitions at the 
check room. No extra charge.” 

Our friend, who apparently got 
a large charge out of the letter, 
notes: “It is said there are some 
people who are left cold by direct 
mail advertising. I am enclosing a 
letter which could hardly leave 
any reader cold, no matter how 
hard his arteries might be.” 


The following documents may 
be secured without charge from 
companies sponsoring them or 
through ADVERTISING AGE, by any 
national advertiser or advertising 
agency executive writing on his 
business letterhead. Address Ap- 
VERTISING AGE, 100 E. Ohio St., 
Chicago 11. 


No. 3183. New Facts About Wash- 
ington, D. C. 

Illustrated with photographs, 
maps, charts and graphs, this 
booklet, issued by the Washington 
Times-Herald, is filled with up-to- 
date information on population 
growth, housing, employment, in- 
come and retail sales in the Wash- 
ington, D. C. market. It includes an 
analysis of newspaper circulations, 
reader expenditures, duplication 
and advertising cost-per-dollar. 


No. 3184. Drug Store Route Map. 

The Grand Rapids Herald has 
published a two-color map that 
plots all Grand Rapids drug stores, 
enabling a salesman to plan a 
route covering all 93 stores or to 
locate one particular store. The re- 
verse side of the map lists stores 
alphabetically with keys referring 
to the map. 


No. 3185. How About 320,000 Tra- 
vel and Resort Prospects? 
This pamphlet, issued by the 
Times, St. Petersburg, Fla., re- 
ports on the growth of the St. 
Petersburg market, with figures 
on population, retail sales, bank 
deposits and other market indexes. 
In a study of population, the pam- 
phlet deals with the character- 
istics of the city’s permanent resi- 
dents and its winter visitors, and 
reports on their travel habits. 
Examples of the Times’ travel 
pages are shown, and the paper’s 
circulation, readership and adver- 

tising record discussed. 


No. 3186. One-Line Showing of 
Bundscho Type Faces. 

J. M. Bundscho, Chicago adver- 
tising typographer, has prepared 
this accordion-fold one-line show- 
ing of all type faces and the point 
sizes in monotype and foundry 
type available in its plant. The 
folder shows rules of various sizes, 
and a list of foreign language type 
faces. 


No. 3187. Starch Ratings for 180 
Top-Ranking Industrial Ad- 
vertisements. 

McGraw-Hill’s research depart- 
ment has prepared this report on 
the major factors contributing to 
high readership of ads checked by 
Daniel Starch & Staff in Power 
over the 1946-1948 period. It points 
out the value of consistent and in- 
formative business paper cam- 
paigns. 


No. 3167. Philadelphia Market 
Facts. 

A study of population density by 
ten-mile zones radiating from Phil- 
adelphia’s central business district 
is reported in this folder, issued 
by the Philadelphia Inquirer. 
Tables show community and 
county population, number of fam- 
ilies, and circulation and family 
coverage of the daily and Sunday 
Inquirer. 


No. 3171. Work Clothing Survey. 
Purchases of work clothes, work 
shoes and gloves, brands purchased 
and brands observed in advertis- 
ing are tabulated in this report 
on a mail survey conducted by 
Wisconsin Agriculturist & Farmer 
among Wisconsin farm families. 
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Up-to-date linage figures again prove 
there can be only one FIRST, and in’ 


Philadelphia, the FIRST newspaper is 
370,000 : 
THAN 23: 
p MORE 
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THE INQUIRER leads the second Philadelphia newspaper by 3,970,000 lines. 
Both THE INQUIRER and the second newspaper publish seven days a week. 
All figures are seven-day totals from Media Records. 
NOW IN ITS 15TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 
Che Philadelphia Mnquiver 
Exclusive Advertising Representatives 
T.W. LORD, Empire State Building, N.Y.C. ROBERT R. BECK, 20 North Wacker Drive, Chicago GEORGE S. DIX, Penobscot Building, Detroit 
Longacre 5-5232 Andover 3-6270 Cadillac 6005 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 448 S. Hill St., Los Angeles, Michigan 0578 
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America’s Top Newspaper Editors 


Report on the Usefulness of 


Six National Magazines 


Purpose of the Survey 


To establish definitely the relative usefulness of six national magazines to 
America’s top newspaper editors. 


Scope of Survey 


Total circulation of all weekday English language newspapers published in 
the United States is 49,720,868. (Source: American Newspaper Publishers 
Association, latest available information. ) 


Circulation of newspapers in cities with population of 25,000 and over is 
43,344,112, or 87.2% of the total. 


Who was Surveyed? 


The following letter was mailed to 547 editors afhliated with all daily news- 
papers published in cities with population of 25,000 and over who are listed in 
the 1948 edition of the Editor and Publisher International Yearbook. 


PUBLIC OPINION INSTITUTE 


30 ROCKEFELLER PLAZA 
NEW YORK 20. N. Y. 
August 3, 1948 


Dear Sir: 
Will you do us a brief favor? 


We are endeavoring to ascertain which one magazine out of a 
group of national publications is most useful to editors. 


Will you take a minute to jot down your answers to the two 
simple questions listed below? 


We pledge to keep your reply strictly anonymous and will be 
grateful for your help. 


1. Which of the following magazines come to your 
attention at your home or your office -- 
whether you read them or not? (Please check) 


Business Week 

Fortune 

Nation's Business 
Newsweek 

Time 

U.S.News & World Report 
None 


Oo0o0o0000 


2. Of the magazines you checked, which one is the 
most useful to you in your work? 


Sincerely yours, 


FWL: rae ° . F.W. Leonard 


P.S. An addressed envelope is enclosed for your convenience. 
(No postage necessary) 


COMMFNTS: 
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Results 


Question I 373 respondents made 1175 mentions. 


This means that this group of top newspaper editors receive an average of 3 
magazines each of those under consideration. 


Question 2 “Most Useful” mentions. 267 answered this question. 


MAGAZINE NO. PERCENT 


U.S.News & World Report .“Most Useful” 106 39.7% 
Magazine B ...... .**Most Useful” 83 31.1% 
Magazine C - “Most Useful’ 49 18.4% 
Magazine D - “Most Useful’ 17 6.4% 
Magazine E - “Most Useful’’ 6 2.2% 
Magazine F - “Most Useful’ 6 2.2% 


267 100.0% 


This study was made in accordance with the STANDARDS for APPRAISING 
MARKET and ADVERTISING RESEARCH prepared by the COMMITTEE ON 


RESEARCH Of the American Association of Advertising Agenctes. 


The most critical jury any national magazine could possibly assemble 
is a panel made up of the editors of the country’s largest and most 
widely read newspapers. This supreme court realistically reflects 


relative news values. 


Any interested advertiser or agency executive may examine 
the complete details of the study, including the coverage 
of these editors by each of the six magazines under con- 
sideration, data indicating the ratio of “most useful’ men- 
tions to “coverage” mentions, plus individual “reader 
loyalty” breakdowns pertaining to the receivers of each 


of the six magazines. 
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USEFUL NEWS: FOR IMPORTANT PEOPLE ie 


(“K nowledge is Power”) 
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SPACE FOR YOUR MESSAGE 


in the heart of the World's 
Playground, Atlantic City 


YOUR ADVERTISING MESSAGE 


displayed on this bulletin at Pennsylvania 
Ave. & Boardwalk will completely cover 
the many millions of yearly consumer- 
visitors. 

Write for Details Today 


ATLANTIC CITY TRENTON,N. J. 


The RC. Maxwell Co, Atlantic City NS, 


Biggest Wembley 
Ad Drive Promotes 
* z J 

“White Look’ Ties 

NEw ORLEANS—A new array of 
White Look ties will be given 
heavy emphasis when Wembley, 
Inc., launches what it believes is 
the biggest advertising campaign 
in the neckwear industry for its 
1949 spring line. 

The drive will include 22 full- 


color pages during the first six 
months of the year, to appear in 


|Holiday, Life and magazine sec- 


tions of the Chicago Tribiine, Los 
Angeles Times and New York 
Times. 

The new White Look line in- 
cludes 32 different patterns, all 


tor television 
information... 


JOHN BLAIR 


For years, advertisers have wisely relied on John 
Blair representatives for information on markets, mer- 
chandising and radio. Today, John Blair men know 
television, and they’re ready and able to supply you 
with the same full, complete information you have 
learned to expect from John Blair men during the past 
16 years. John Blair man! 

John Blair men learned television by working 
with it. During the past year, they have been vigorously — 
representing three stations which are telecasting on reg- 
ular schedules—KTSL, Los Angeles; WTVR, Richmond; 
and KDYL-TYV, Salt Lake City. Five more John Blair 
stations — WOW, Omaha; WDSU, 
WBNS, Columbus; WJAX, Jacksonville; and KGDM, 


Stockton—hold television construction permits and will 


New Orleans; 


A 


begin operation during 1949. Already your John Blair 
man is ready with the full facts and figures. 


OFFICES IN CHICAGO » NEW YORK « DETROIT + ST. LOUIS 
LOS ANGELES « SAN FRANCISCO 


aan 


ee ane TELEVISION Sater 


it’s still ASK YOUr 


man 


John Blair men know television is an advertising 
medium that can pay off in profitable sales. And they are 
prepared to apply to it the same fundamental selling 
knowledge which has meant money-making radio cam- 
paigns for countless advertisers. To find out about this 


powerful, new selling medium . . . it’s still ask your 
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retailing at $2, with individual! ; 
cut panels on white ground. 
colored with dark and pastel con - 
binations. Wembley created the d: - 
signs to go with the new past | 
shirts, and is rounding out tl» 
line with White Look bows, i, 
both clip-on and regular butterf! , 
bats. The White Look ties will be 
delivered to southern resort are: s 
next month and to the remainder 
of the country in January. 

The ’49 line, shown to the Wem- 
bley staff at a series of region: | 
sales conferences, and to the trade 
for the first time last week, is the 
largest in the company’s histor.. 
Wembley has added an extensive 
$2 range, and will continue to mer- 
chandise its $1 and $1.50 ties. 
Nine new pastel shades, also de- 
signed for use with the paste] 
shirts, have been added to the 
Nor-East line of solid-color ties. 


Window Displays 
Most Valuable, 
Stationers Say 


New YorK—Window displays 
constitute the most valuable form 
of advertising to stationery and 
office supply dealers, according to 
a survey made by Modern Sta- 
tioner. 

The publication, reporting re- 
sults of the questionnaire survey 
in its Nov. 15 issue, says that more 
than 56% of the dealers named 
window displays as their most 
important method of consumer 
contact. Next in order were di- 
rect mail, 25%; newspapers, 14%, 
and radio, 4%. 

Modern Stationer estimates that 
43.3% of dealers set up new win- 
dow displays each week; 44.8% 
make new displays bi-weekly; 
11.1% make them monthly and 
0.8% irregularly. In nearly 92% 
of the stores, an employe trims the 
window, while the others use a 
contract display service. 

Dealer preference for differ- 
ent types of display material fur- 
nished by manufacturers shaped 
up this way: backgrounds, 40%; 
show cards, 30.8%; price cards, 
15.9%, and streamers, 15.3%. 
More than 72% of dealers buy dis- 
play material to supplement that 
furnished by manufacturers. 


Spink Resigns as ‘Life’ 
Advertising Director 


Shepard Spink has resigned as 
advertising director of Life, New 
York, after five years in the posi- 
tion. He joined Time, Inc., in 1933 
as an advertising salesman in 
Time’s Detroit office. In 1935 
Mr. Spink was promoted to mana- 
ger of Time’s Cleveland office and 
three years later became mana- 
ger of the Detroit office of Time. 
He was named advertising mana- 
ger of Time in 1940, then moved up 
as Life’s advertising director in 
1943. 

Mr. Spink will announce his fu- 
ture plans later. Clay Buckhout, 
advertising manager of Life, and 
Charles Muldaur, associate adver- 
tising manager, will take over Mr. 
Spink’s duties. 


MATERIAL 
REQUIRED 
REGULARLY ! 
Photo series — Fashions Drawing 
First class interviews and Articles 
for 
MAGAZINES 
WEEKLIES 
WOMENS’ PAPERS 


(Scandinavian copyright) 


also 
Colored photographs (Magazine covers) 


MEYERPRESS 


Copenhagen V. Denmark 
H. C. Orstedsvej 20 


Cb. Meyerpress Copenhagen 
Ph. Vester 6200 
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SUPER 
ie r JY POSTER PANELS 
Pocky a / i. reaching a MILLION PLUS lookers in Times 
al Beware are now a part of Manhattan-Bronx 
1935 a BieWings. These new Super-Panels, recently 
ee and developetby the General Outdoor Adver- 
"Time. tising Company, add poster advertising 
a oa emphasis in this Super-circulation center. 
tor in pi. 
his fu- on 
chan MANHATTAN is DOWNTOWN AMERICA 
e, ar 
adve- 
tl Manhaifah — the world's greates retail, Wiile:ale and finaneiah market — 
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voli : analysis ever made of the New York 
~~ poster advertisers of high Voltage odvertiaiaggposition in the Hub of the market. 122 pages containing com- 


- : ‘ plete"breakdowns of all 52 major shop- 
most visited and most influential “Downtown” in America. 


a ping sections! No cost or obligation. 


a 
4 


General Outdoor Advertising Co. 


a eee 


jers) 


Ss | 515 S. LOOMIS STREET © CHICAGO 7, ILLINOIS 
ae 


a | frOUR MAJOR MEDIUM IN 55 MAJOR MARKETS 


Re 


aR Make Site merase S88 Pe Se 
PSE Bee git AUR ot cea | gee ke 
% Fe ile Racal ae ee Nagel aoe as 


RaNid ee cai) 8 Ne eee Be ee eng a RMR Fe Hf NE SS, ons oe ES eee le gee a” ee ee eee Peer. tea a i ke ee oe a 22 ee Coe : 
er : “eA ee Sen ce Pay ae es bes we Sb Bate bs gee eee ge, ae, nya Pe ee ae ene Es Sse AES ou tag ‘aise 5 il spake ae ar: 
: s ; 4 ‘ : : re ‘ na . ean i. cy ie: eee Se lees”. ae eee ieee Mn eee i a ae hae 
ma : : yok Sh oe : rae ale : a ai ai 
7 = — . Ba” 
a ¥ 
ie + i ae . 
* i ee ~_ . 
7 4 mee ; 
FY Ps / 2 
a be ; 7 
4 . i : oO i 4 3 ai 
P Pn eae ae aes ilies a ‘ 
j] Sige Re i Jou 
q se i | “ 
j ba wa > bs “ike os 
f : : ca. i eek rae i ; . M 
; a ’ +t on Den ie sy my —- oe an 
‘ore ss. mean *; aa > a 2 
abe Poe a Re: a... : tat 
& , — eo ¥ bo ee ae : * ‘sa 
. ore e : a i Pa ele 
. Gsm a : ae sali 
ge kg St ln is a eee , ~~ a6 
> ee ale oe ee : i 
— a oe. a pea ae . rg : a 
7 ae Page = oe, ye —- aa au gh 
“G ait a =, : = ies ee ate py . is 
3 i F P Ke oe ‘ ta “3 nie 
: . : akan a ee ue ; 
ice “. : sie eae : 
ena be, = f a aa # — > ni 
ee ee 4 oe Ae . P ‘ a hs ef 
eta ‘<a a ” Hee wo el ae OF a ie — ; ; 
, “a ad ie an be ry Aes ee 4 vge . om Ci 
a . Se ai ao Po pes oa. i eo aE 
oe 9 ea < Dee riin ‘a " ST 6s a i NES oe 
13 Petah EP | Rea ce ‘s Vs bee er bee 4 “os the 7 ee =A a eke.) Yee me 
: Te ene ae ; ie ee EE Re. <2 P ea. “i a. 
Rt ple fee, | aes i} ae Qe a ae ae — . ie ig, it in ate oa 
x 4 ae - \ Ce i. Colima Tani eae 3 : =e “- ae ee eg a ee. ee 3 
Boer a OOS aaE Sa. ee 0) — ee aia ge ae ae, nil . 
5 fee e Maine eee cea: aie eke Sh, a. : es coe Sea ee eg Fw & 
4 v 4 é a aes ae ae Y ue AS a 7 wy iy, 5 , ots eo a x re: 
5 x “ee iia aan ae ida. ile, ; Bo Rae 3. a Sime ME tag 3 8 Sm ew a a ‘ y 
‘ ge El ae OER e ote OE b per tae « 
> Sp ee a ee ee =e n — — : S : ee ie ; 
Be ihe eet Pa me ek eee ee 2 aes oe ee eo rer gee eas 555 elle ee. hee a (in ae a ites if; 
PEN as aA Oa gS oe ee See 2 eae. ' Bek is: a Sy te ee <n ae te ee) | ui 7 . 
t HA re em ee Fie a er ea ie = Sa a aa penta, sae pS nage de ee 2 ee 
hee Petal = is ; ae 2 ie a s 3 j ke : ee ; ear Men elke ace oy co he ” 
4 = se is ee. ane AAG ent ctr be = a ‘ ae: ses 2 ees eee i ose a 
2 Pic. vt lanl 4 Ja " a hee ee . : i oe: oN tos af ‘ Cie i <= ae : 
Ee ae aes ae = ere ie, 3 Po ato he by Sai ae pe ua ie oe, come 
a Ps aan ce <o : ee ae ty = ati ra Tei Aca ae ich NE 2 ane 
Pr oe a rn age Rig th 7 ey a cee ee age Spr ‘ oe te ! 
> tale sie ee Sa dite hose ey Si ee pee a OV nh ae : rig Nee © oe 
A Merete ee SERCO f a Se ae sy Tak ee Be ey Seis Th PP ae i pee le ca Pe ee kee 
Ree mG he eae tes ti Pa obet ‘ eel 4 : ae a ae ore ee ot ae 75, Raunt : ecicaia eee aie: eae re ace 
. ey en Bag: Ga Eg. 4 BO ee : ei ; LE Tt BIN sod." serum ee Peano amar ets 
a BE kd lc Ln egies oe: i ‘ =, tie, i i f Wig Coe Tae 5~: Vinnie RS? (0 Ce feo 
ye age amen Seas SSeS Use gee nc , BI eS PNR as yi ee é ee “at on Cee Sy Case : 
set Se ite oe en ‘ WR ie : x, oe ' eathiae re Sages 
nae a ee eka hee : 7 ‘ Wee! Shs gee Me ie ak gene ceo ina A a fo 
eae. “e os Se saan tea aha : 4 i Cy ey Pg i lar ee aes te 
fy - ee ae ac eon) oma . “ 7 Fs é re na diy 4 ‘ . es og Se » Pa 2! 2 ai 
n aia: eee es ae] wi is : 7 ut 2 Me ORE AS ee gill RS So uae ated Nie ee ag 
as Bes eae pe ie a : F * i Mae iy Oe SMS lar Pape Pee en, ee 
9 Lae ag et. bien Sy ~ ? x : > $e WOR ie -_ Ry Se gn ls ceed eA ean Lbat 
Re te pS dee a ee ne * ; 3 : 7 ae rs setae 2 Se ee eee 
mess a a ans — fe “ ‘con ae. gl iP i FS 
d Re a ae age Fi . § vi sai a eS oe i! a E <> ee o 2 
mee Hic “i . ot - : ‘ a : : Set Po a oF ' 
a ; ee! ig ’ : a i en . Ate Ae sae ane i Ae eee game eg 7 
Be ie rae Serr, ¢ . : . Se ee caer 7 7S Pree ively . 
Se B+ oe : ee Kerik San oe Coleen sia can ie . hata 
ee “ ¥ st BS 9 og age =e APRS a Ne a ny, oe 
a . sete ; aon 5 eA eee E ahah ; : : i 
* ‘ “ e ee ' ee rah we n > ts "Se i i ? ee na 5s a 
Re Nat are ERS repens, Pere ; i Fae ee ; , ae ag I Ra 
ae } mae see ei = ce $3 ree eae . 
es. a hie, a oa ise eo geuie 24 eae Bom Ree ae: 4 % os 
a § i - Be: : Sas ti as ee Fey abs % : ; 
2 (eek ae ye ee IS ol Sig Pe ate. te A oe he 2 ae ; 
SE cen, Raat, ee EN nee ay LS RE as ok, BER” wipe ay EP re an PT a pay 
: yn teags eon eS “ é needs pitt a . Ligpaeey : 
ay we : : re gill ‘ pe) Ss y 7 . Fa ae i ; P 
ie were my) TAe _ : : : ey aS oe % ha a Reg My ame: T 
= Mee oe es ¥ ae he ~ 7 ere — ei. ‘) < . Va Fe ab tees = ‘ 
Bs tt « p vee yee 3 4 3 eee _ a 4 d / 
a “a erat a Joo OEE = oie . . .: ‘ ‘ , ag 
ae ae \948 bi 2 . ee ee 
' ei, P A fi) os) ie eae ; =a Fe Rae igen Og oh ite. 
a — ae dace ete sie ee ab Da? Teh ae ge 
* ' i a p " \aa8 ~ s : plague poe Ea 
Ps Re ia, aes, 7 XN ; xa ‘gone 4 : ue ee os, pr ni t an aes a «fe R 
Brees ——— aul La A 1: ight Ta ot 
co om 4 _. a ‘ed Sas Sa : _ om ert, 
- Ne ee she loves SS or va % ae ae 
’ 7 5 park . eos 4 oe 
Ghe err? ba ea eae, 
*y tt her 7 . ; ee i 
< bi Lid : as Fe 
— " * _— 4 ‘ > - oe 4 teed : 4 es ai af 
eet Nibloyys peate* mrad : - : a 
‘ a i an Fa) i . we ahs ye, ee iP} x ; : 
9 le e ee a ; : * ; : i , 
s ae ™ sae vo ee. ies . ; . ek ; 
z oe . — ‘ ve J : 4 : : : 
j , tad 111575 a a. ne 3 
eae ~ . - Solo: Roninen “See? i 
Be: aoe i f ia * " pee 7 7 
7 _ ie ts es 4 
-s 4 < . sapere: ; 
} p ¥ f “ pe ee fe 
. i : + “, Bheingwid i hee t , 
a Sage tae be ee co i J 
Si Se aaa » - 6 ees : ; 
7] “4 \ ee atincoh- r ; 
. iat . i rs » a a as ] 
E pie is . - | ve ag 
- ee 
ia. — 
pew 
>a ia 
Be 
Cero 
ae 
o 
be 
7 
a 7 ; 
rau 
er 
try 
ghee Dae 
eas 
Ane 
a 
Se 
ee 
oie ag 
as 4 
ae 
Jeanie 
Zeer 
Eee 
en 
ey 
e 
7 
; 
om 
“a 
ms 
; g 
a 
] 
| ; ae 
| | } a 
| fe 
4 ile 
| Ps 
’ 
aia, 
2 
eres 
Pe ENS ee aA Fay Cae F E Pi ! 5 ; . : ‘ Boe . 4 3 . fae c 
adh AE SOON Ee ol aie RNR LAP AB iS i Mt 2 ae _ : r a . é an “ i ‘ be ~ ae ee 
ti pA ats eRe nar tay aaa sh, Oh eae Mir oo Beg ae SCE. YS eee ee ee ee “eee : eae C2 Ree we as ; : : , ‘ = 2 ais ” A oe 2 Sen. e3 
ns as Ma GR LI BR ig! Stes Tg IBC ed Be ecg td ght My. cee Page gre Les Be Fa) ; ; i Bias 3 f 
. SoreED 9 WERE eRe Mot Sethe RRO Hee a Bias Sta aN «hd gs pas ae SES ie) Fe TRONS HE Rakhi st seed.) Aes ue ag eal le ae sl, rg ee : cae 
5 ~ e « e . MY pi ea Ree en he PR gk . oak ive ae nis ‘ Ge Sieve adc ar 6 Pa a 
. : + “ . eae Rap ei age ete see ge te ate Pee mee ie, 


RI ise 55 ap i. 0 sys : i ae Co ee ae ae ee re a ee ee Be ee RO ee na ee a ne ae ee ee 
ee ee ee TS ee ee”. ee iso mmr ebstoe © 3 oe” ll Ree ee 
- ae ee Is oo Beis cs) eae 73 fects f es ee ee) ie = ee ee. espe Reem ti he i ae * oe ees ens as oN aeg a es “au See yee eared pe rie! - gh lla eee aa a ee a ee es eed. oe eae 
a ie hae gh me, ee ata ae ae ae ee Seren a ete Coen aioe is am oo te a ee, pence ts 
a Ss ee OE ee ae ial : 
a * 
: # 
at e 
. : #4 ; 
: > ; ‘ / 
. : Ee / ‘ 
Ss / f| ) 
a . 
‘e : “eet 
: 4 —, 
4 ° J . 
: ae ae = hy 
| a /N 
aa : . 
7 5 q Pes 
. 
. 
aa ' 
ee . 
ae ° 
, 
— . Va 
oe — 
fat. ‘e 
fhe 
de , 
7 . a Fae 4 ely 
eres 
em 
ike ; | 
Ey $ 
ae 
ro 
— ; : 
ae ~ : > 
a i : . 
ee . . , 
Soe ‘ : 
eS 
Rs = . . Ps 
ec . Pome * 
ea . . ® : 
Bess eRe . 
Bae oe . ° . 
; . * ‘ 3 
i ye 7 ° we oS 
a . , , 
oy ‘ . " 
oe : . ; p 
oer 
Beer: 
fen ra 
> i i d iWece 
at 
: . 
Re: es 
oc . Sate 
: mae e a . ; 
, : C i 
a a —— * REPL OG Sak TOR aloe ERI so sae Ste olin | ORE ls CR egg, 0) ME AR «GRE a ce IS SR i ears ee Bam eh er 7 ne eR a 


ky RPP ee 
ES ANON Bea 


as i > ce ae a - 
PRS a Te eee aie 
Ga ae ee ee : Q 


—_ SS 


_ No voice is heard now. The music is still.. The studio audience has gone home. 
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But the work of the broadcast has just begun. All through the week... between broadcasts... 


people everywhere are buying the things this program has asked them to buy. Week after week. 


From the beginning, the country’s shrewdest advertisers have chosen network radio 
to maintain this weekly contact with their customers. 

And in all radio, no voice speaks today with more eloquent authority or economy than 
that of CBS—first choice, among all networks, of America’s largest advertisers. 
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Hair Curl ‘Cap’ 
Sales Boom; Ad 
Drives Expanded 


(Continued from Page 1) 
ship. Right now, it isn’t ready 
to say the capsules are good, or 
no good. 

One of the biggest suppliers in 
the new field, Tintz Co., Chicago, 
has already set an advertising 
budget of $500,000 for the first 
quarter of 1949. Tintz ran the 
test ad for its product, Mariene’s 
Minit Curl, with a couponed page 
in the Chicago Sun-Times last 
month. Tintz already is retailing 
its capsules through 75 major drug 
chain and department stores, as 
well as an estimated 500 inde- 
pendent drug stores throughout 
the country. 

The first of the new prepara- 
tions, Insta-curl, was introduced 
in Los Angeles last September 
through the May Co. department 
store, by Beauty Factors, Inc., 
Beverly Hills, and achieved im- 
mediate success. Within six weeks, 
the company had sold nearly 
1,000,000 packages. Beauty Factors 
now has distribution in depart- 
ment stores and drug chains of 
all major cities, and company 
officials said production is at a 
capacity peak of 28,000 packages 
daily. 


es The company is spending at 
the rate of $6,000 weekly for co- 
operative newspaper and radio ad- 
vertising with retailers, through 
the Los Angeles office of Leo 
Burnett Co. National advertising 
is on the way, although plans are 
yet to be disclosed. 

A second West Coast entrant 
is Magi-curl, marketed by a divi- 
sion of Howe Lewis Co., Los 
Angeles cosmetics manufacturer. 
Magi-curl was launched Oct. 20, 
and the firm also claims distribu- 
tion in all major cities. Advertising 
has been limited to cooperative 
newspaper copy, but the company 
hopes to run a series of four 
quarter pages in Good Housekeep- 
ing if the relatively new product 
is approved by the publication. 
Abbott Kimball Co. is the agency 
on this account. 

Insta-curl, Magi-curl and Minit 
Curl retail at $1.25, plus tax, for 


Black's Poultry Company bought 63 stations 
including WDNC, the 5000 watts—620 ke 
’ CBS station in Durham, N.C. Results? WONC 
hatched a lower per inquiry cost than all oth- 
er 63 stations except one! 

What do you want to sell more 
of at lower cost? 


DURHAM, NORTH CAROLINA 


The Herald-Sun Station 


COLUMBIA BROADCASTING SYSTEM 


Rep. Paul H. Raymer 


tour or five capsules. Other manu- 
facturers are said to be producing 
similar—but not  identical—pro- 
ducts at prices ranging down 
to 79¢. 

Insta-curl, which claims to have 
hit the market a full five weeks 
ahead of Magi-curl, is marketed 
in a package quite similar to the 
one adopted by the latter. There 
is also a striking similarity be- 
tween advertisements for the two 
products, as well as those of Minit 
Curl, including general layout, 
product claims, directions for use 
and illustrations. 


s The others already on the mar- 
ket prompted Beauty Factors to 
run an all-type ad in the Oct. 27 
Los Angeles Herald-Examiner 
pointing out that its preparation 
has been in the works for ten 
years and that it does not, like 
some competing products, employ 
powdered alum and sulphur to do 
the trick. Such a combination, the 
company warns, can be injurious 
to the hair. It aims to prevent any 
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Paichls Safely 
ot Amaving Low Cost! 


AMAZING NEW Scientific DISCOVERY | 


‘CURLS and WAVES HAIR 
withene PERMANENT WAVING... 


Ro Wasting WOT « Here tee 


AMAZING NEW DISCOVERY FOR 
LASTING WAVES AND CURLS! 


= citing NER HA as Ay 
a materebtowh mg ti, LASTING 
CURLS sad WAVER ia WINETES 


THE WAVE OF THE FUTURE... HERE TODAY! 


“LIGGETT eam DRUGS 
STRIKING SIMILARITIES—Here are three of the newspaper page 


ads of leading competitors in a new, fast-growing field. Illustra- 
tions for use of the hair curl capsules, copy and layout are similar 


in many respects, and even the Insta-curl and Magi-curl package: 
resemble each other. The Minit Curl copy was its initial test effor: 
in Chicago. . 


in newspapers of other major mar- 
kets, asking consumers to accept 
no cheap substitutes and buy only 


misplaced customer dissatisfaction|the same page, headlined “The 
with Insta-curl, in advance. truth about capsule-type formulas 
Beauty Factors later scheduled | for waving and curling your hair,” 


Pil 


POLitleteceage cre) sy: 


RIVER RAISIN PAPER COMPANY 
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t)e original “Curls in a Capsule.” 

Newspaper copy for Magi-curl 
s esses that the product is safe 
ad “may be used and re-used 
«w th complete confidence by adults 
a dad children alike.” In addition, 
ijt avoids the risk of “split ends, 
d-y, brittle hair and frizzy effects 
u-ually associated with permanent 
waves.” 


s Beauty Factors was formed last 
Jine by Edgar L. Smith, president, 
Peter Banin, vice-president, and 
Frank Blount, treasurer, all of 
whom were connected with the 
jaboratory which developed Insta- 
curl. The Magi-curl division was 
set up recently by principals of 
Howe Lewis, but is said to have 
no corporate connection with the 
older firm. Melvin H. Jacobs, Chi- 
cago, is listed as exclusive sales 
distributor. Howe Lewis, estab- 
lished 35 years ago, has dealt 
mainly in private label cosmetics. 

They’re working longer hours 
than usual at O’Neil, Larson & 
McMahon, Chicago agency which 


is getting out the orders for co- 
operative newspaper copy to be 
run by retailers, but it’s a pleasant 
duty. The same principals in the 
agency constitute the financial 
powers of Tintz, which may 
easily find Minit Curl its biggest 
volume product to date. The Tintz 
firm was set up in 1935 and has 
since been marketing hair coloring 
products. 

The first packages and initial 
advertising for Marlene’s Minit 
Curl also termed them “Magic- 
Curl-Caps.” This clash with a 
competitor, Magi-curl, was a pure 
coincidence, ADVERTISING AGE was 
told by Edward H. Larson, partner 
in O’Neil, Larson & McMahon, 
and the descriptive term was 
dropped from the packages on the 
second run. 

Cooperative ads for Minit Curl 
have emphasized that the product 


is not a permanent wave, nor a 


wave set, but that this “latest 
sensation in more than 25 years 
of hair beauty advancement” 
makes permanents unnecessary. 


The user dissolves the capsule 
in a glass of water, combs the 
solution through the hair, then 
sets the hair and lets it dry. “Minit 
Curl is an entirely new principle 
that’s actually as easy and simple 
as combing your hair, but waves 
and curls stay in!’”’ women are told. 


a The chemical formula for Minit 
Curl is said to have been in the 
making for the past 15 years by 
Kolar Laboratories, Inc., Chicago, 
one of the pioneers in developing 
the cold wave solution. The new 
formula is a closely guarded 
secret. 

Tests conducted thus far, Tintz 
says, indicate that the curling 
process will not replace permanent 
waves. But it intends to feature 
the fact that Minit Curl will 
make a permanent last longer, and 
its ad copy warns that too many 
permanents are dangerous to hair. 
It doesn’t know yet how long 
Minit Curl waves will last, but 
it insists that the product offers 
the fastest method yet known to 


make curls, and that it is com- 
pletely safe. 

By Nov. 20, the company says 
it will be able to fill all future 
orders. It has been hampered by 
previous delays in producing and 
packaging the capsules. 

Cooperative ads by drug chains 
and individual stores carry cou- 
pons for mail orders, with Minit 
Curl retailing at five capsules for 
$1.25. Smaller ads are in prepara- 
tion for retailer use. National 
advertising is appearing, again as 
mail order copy, in publications in 
which the agency could obtain 
space before Dec. 1. Starting in 
January, it plans a series of black- 
and-white and full-color pages, as 
well as smaller ads, in the women’s 
groups, including Dell Modern 
Group and Fawcett, Hillman, Ideal 
and Macfadden Women’s Groups. 
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Ferres Agency Moves 


Ferres Advertising Service, 
Hamilton, Ont., has moved its of- 
fices from 16 James St. North to 
63 Duke St. 


Monroe, Michigan 
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RRUG 


TING STRAW 


RIVER RAISIN PAPER COMPANY, DISPLAY DIVISION 


SILICATE OF SODA 
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Beltone Hearing 


BUY | 


Allsweet 
Bab-O 


Better Homes & 
Gardens 


BinB Mushrooms 
Borden's 
Burnett's Vanilla 
Camel Cigarettes 
Chore Girl 
Cocomalt 
Dromedary Mixes 


Florida Citrus 
Commission 

Frigidaire 

General Mills 
— Pyequick, 
Pressurequick 
Saucepan 


Hormel Chili 
Knox Gelatine 


LaChoy 
Food Products 


Libby's Peas 


Louisiana Sweet 
Potatoes 


Lynden Products 
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TOP-FLIGHT COVERAGE 
IN TOP-SALES MARKETS! 
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63 Newspapers—62 Markets 


15,709,211 Circulation 


CURRENT ACCOUNTS 


Murine 


Aid Nestle Colorinse 
Ben-Gay Olde Tyme Pre- 
Camel Cigarettes pared Mixes 
Cavalier Cedar Pacquins 

Chests Parker Pen Quink 
Chevrolet Sani-Flush 
Courtley Men's “Scotch” Tape 

Toiletries Dr. Scholl 
E-Z Mills Sergeant's 
Fisher Flouring Disinfectant 

Mills Simoniz 
lodent Swerl 
Johnson & Toni Home 

Johanson Permanent 
Kreml Trend 
Mortite Woodbury 
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81 Newspapers—59 Markets 


14,824,020 Circulation 


CURRENT ACCOUNTS 


Northwest Nut 
Growers 


Ocean Spray 
Cranberry 
Sauce 


Pillsbury Mills 


Quaker Corn 
Meal 


Quaker Farina 


Q-T Instant Cake 
Frosting 


Royal Puddings 
Roylies 

"Scotch" Tape 
Silvo 

Simoniz 

Spam 

Sun-Maid Raisins 
Swan Soap 
Swerl 


Swift's Peanut 
Butter 


Van Houten's 
Cocoa 


Vegamato 
Wilbur-Suchard 


Nabisco 100%, Bran 


For further information write to: 


 BUY-LINES ; 


271 Madison Avenue, New York 6 


160 North Michigan Avenue C A. 
235 Montgomery St San Francisco 4 Calif 
133 SW Oat Street Portland 4 Oregon 


2978 Wilshire Boulevard Los Angeles § Calif 
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; This $2,000 top prize-winning gray net evening gown with bodice embroidered in rhinestones is the design of 
Oldric Royce, New York. Reproduced in full color, it provided an original editorial attraction of high interest 
to the women readers of more than 1,625,000 copies of the Sunday Tribune. 
: This $1, 4 
: winning creation is a suit ds 
with mustard colored jacket, i 
winter-blueskirt and match- . 
‘ ; ing blue sealskin stole. The tt 
: design of William R. Bliss, Fea 
: Fort Wayne, Indiana, it is ; d 
: another original creation of 
the kind which maintains 
: the high women appeal of 
: the Tribune. 
: 
[ 
a 
; This $500 third prize winner 
: is a suit with yellow wool 
i fin jacket and brown skirt. The 
4 designer is Esther Edway, 
; East Natick, Mass. Every 


year since 1940, the Tribune 
ae has stepped up its appeal to 
: o-. women with full-color style 
.: presentations developed in 
its fashion competitions. 


aie _ 
This $500 prize winner in the junior group is a red wool coat trimmed 
with black Persian lamb, designed by William R. Bliss, Fort Wayne, 
Ind. Including the teen-agers within its editorial target builds fer the 
Tribune strong reader interest among an audience of increasing im- 
portance to advertisers. 
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dare responsible for this 
2 


record-breaking 


42,130,940 


lines of advertising 


Chicago Tribune total linage 12 months ended Oct. 31, 1948—Source: Media Records 


The editorial qualities which build deepest interest among readers produce the best results for advertisers. 


The exclusive editorial attractions which the Chicago Tribune devclops and 
keeps before readers around the calendar help build the close reader attachment basic to the 


greater returns enjoyed by advertisers in the Chicago Tribune. 


As evidence that they get these greater returns is the record-breaking total of 42,130,940 lines 
of advertising placed in the Chicago Tribune during the 12 months ended 

October 31. This is the largest volume ever placed in any newspaper in any 12 month period 
in the history of Media Records. 


The Tribune spares no expense or effort to gather and print the news of every important development of the 
day. In addition, it constantly pioneers in new fields of interest to readers, such as the $6,000.00 

American Fashions competition, the $24,000.00 Chicagoland Prize Homes competition, the $26,250.00 
Better Homes competition and many other original projects designed to give readers fresh, 


interesting editorial attractions they get nowhere else. 


To get more of what you want in the rich Chicago market, build your promotion around the newspaper 
which gives your best customers and prospects here more of what they want—the Chicago Tribune. 


Rates per line per 100,000 circulation are among the lowest in America. 


Chicago Tribune 


WORLD’S GREATEST NEWS PAPER 


October average net paid total circulation: Daily, Over 980,000—Sunday, Over 1,625,000 
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Heinz Opens New Branch 

H. J. Heinz Co. of Canada has 
opened a new branch in Sault Ste. 
Marie, Ont., with M. J. Klassen as 
manager. Mr. Klassen has been 
with the company for _ several 
years, most recently as represent- 
ative in Winnipeg. 


Adclub Sponsors Lectures 


The Advertising and Sales Club 
of Toronto is sponsoring a series 
of four lectures featuring outstand- 
ing authorities on salesmanship. 
Elmer Wheeler will open the series 
on Feb. 7. 


To Smith, Bull & McCreery 


Esquire Kitchens, Los Angeles, 
processor of a new line of frozen 
cooked foods featuring a frozen 
fried chicken dinner, has appointed 
Smith, Bull & McCreery, Holly- 
wood, to handle its advertising. 
Newspapers, radio and outdoor ad- 
vertising will be used. 


Palmer Joins Arndt Agency 


Clarence R. Palmer, formerly 
media director of Benjamin Eshle- 
man Co., has joined John Falkner 
Arndt & Co., Philadelphia, in the 
same capacity. 


Photograph courtesy 
BELL TELEPHONE 


LABORATORIES 


% Reg. U.S. Pat. Off~ 


Papers 


The choice of Consolidated Coated for quality 
magazines and brochures proves its ability to 
meet top printing requirements. Its use for 
advertising pieces and publications, when costs 
are a first consideration, és proof of Consolidated’s 
economy. 


Actually, Consolidated Coated Papers provide 


MAIN OFFICES 


WISCONSIN RAPIDS, WISCONSIN 


Buckhout Heads 
‘Life’ Advertising 
as Spink Resigns 


New Yorx—Clay Buckhout, ad- 
vertising manager of Life for the 
past 13 months, has been placed in 
charge of the magazine’s adver- 
tising, following the resignation of 


| Flylng Fikgers Mates the Bye 


... Readers Increase ~~ +: 


Ae 


eee am Advertisement “Clicks” 


a reproduces 


onsolidated Coated 


PRODUCTION GLOSS 
MODERN GLOSS 


full-color work. 


Five Modern Mills 


@ Action and accuracy 
are strikingly portrayed 
by this photograph which 
illustrated an advertisement 
in Popular Science Monthly 
for TW X—Teletypewriter 
Exchange Service. 


Printed on Consolidated 
Coated Paper, Popular Science 


maximum clarity, attracting extra 
attention to advertising and editorial pages. 


a rare combination of quality with economy; 
for these superior enamel papers are priced in 
the range of uncoated stocks. 

Manufactured in weights down to 45 pounds, 
Consolidated Coated Papers fill almost every 
printing need, either for monotone or 


135 $0, LA SALLE ST., CHICAGO 3 
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Shepard Spink, advertising direc- 
tor since 1943. 

For the present at least, said 
Howard Black, vice-president in 
charge of all sales at Time, Inc., 
no advertising director of Life will 
be chosen. 

Mr. Black emphasized that no 
disagreement led to Mr. Spink’s 
resignation. Mr. Spink, who joined 
Time, Inc., in 1933, has not been 
sick but has been very tired for 
nearly two years. He is taking 
things easy at his home in Green- 
wich, Conn. At 48, he is not ex- 
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~ PAN-PACIFIC 
Cpening vs FRESNO WOV.3 


SEVEN-SHEET CUT-OUTS—Launching pro- 
motion for the ice hockey season, Pan- 
Pacific Auditorium, Los Angeles, is using a 
6’ Masonite cut-out of a hockey ployer on 
seven-sheet boards in the Los Angeles 
area. Although cut-outs have long been 
used on painted boards, it is believed this 
is the first time they have been used on a 
sheet this size. Smith, Bull & McCreery, 
Hollywood, is the agency. 


pected to retire from business 
permanently. 


e As advertising head of the 
biggest single advertising medium 
in the world, Clay Buckhout di- 
rects, at 38, a staff of 47 salesmen 
throughout the country. Life’s ad- 
vertising volume in 1947 was about 
$75,000,000, and this year he ex- 
pects it to go beyond $80,000,000. 

In a business paper ad last week, 
through Young & Rubicam, Life 
cited advertising revenue figures 
from Publishers’ Information Bu- 
reau to support its claim of being 
“America’s most powerful selling 
force.” In the first nine months of 
this year, Life carried $55,461,457; 
National Broadcasting Company 
(national chain sales), $51,399,452; 
Columbia Broadcasting System 
(national chain sales), $45,260,410, 
and The Saturday Evening Post, 
$44,347,015. 

Mr. Buckhout came to Life in 
August, 1939, from Balsa Wood Co. 
For a time he was assistant to the 
general manager of the magazine 
before entering space selling. Pre- 
viously he was in the investment 
banking business on Wall Street. 
He is a native New Yorker. 


NNPA Schedules Meeting 


in New York, April 20-22 

The 1949 convention of the Na- 
tional Newspaper Promotion As- 
sociation will be held April 20-22 
at the Roosevelt Hotel, New York. 
Convention chairman is Irving S. 
Taubkin, New York Times. 

Other New York newspaper pro- 
motion men on the convention 
committee are: George Allen 
Herald Tribune; Lawrence W 
Merahn, Sun; Sumner Collins, 
Journal-American; Alex Gross, 
Post-Home News; Duncan Miller, 
Mirror; George Morris, News; 
Hazen Morse, World-Telegram: 
John Ottinger Jr., Bureau of Ad- 
vertising, and Ivan Veit, Times 


Um 
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2 WEST 45th STREET 
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Froadcasters Earned 
€ 1% Less in 1947 


WASHINGTON — Broadcasters 
uwned from the Federal Com- 
unications Commission last week 
iat they have known unof- 
jally for a long time—that 
gher operating costs in 1947 left 
em 6.1% less aggregate broadcast 
.come than the year before. 
FCC’s recapitulation of 1947 
1ows broadcast revenue up 12.8% 
ut expenses up 18.6%. 
Non-network time sales were 
ne industry’s ace in the hole in 
1947. With network time sales vir- 
ially unchanged, revenue from 
local advertisers was up 27% and 
non-network time sales to national 
and regional advertisers increased 
10%. 


— Fo — ee 


wt 


~ 


e Figures covering four nation- 
wide and three regional networks, 
plus 1,464 stations, show total 
broadcast revenues of $363,700,000, 
expenses of $292,000,000, and 
broadcast income before federal 
income tax of $71,795,000. 

Networks and their 27 owned 
and operated stations accounted 
for 28.7% of total industry revenue 
and 27% of total industry in- 
come. The remaining revenues 
were shared by more than 1,400 
other stations. 

FCC figures show that 944 net- 
work stations paid a total of $23,- 
113,000 in commissions to regu- 
larly established agencies, repre- 
sentatives and brokers. Of these 
commissions, $10,334,000 origi- 
nated with 299 regional “unli- 
mited” stations, and $8,500,000 
with 45 unlimited clear channel 
stations; 530 unlimited local sta- 
tions affiliated with networks paid 
$2,500,000 in commissions. The re- 
mainder was paid by daytime only 
stations. 

In addition, 362 non-network 
stations paid $4,694,000 in commis- 
sions. 


D-F-S Names Turnbull V.P. 


Henry R. Turnbull, account ex- 
ecutive in charge of the Whitehall 
Pharmacal Co. account at Dancer- 
Fitzgerald-Sample, New York, has 
been appointed a vice-president of 
the agency. 


WSNY Appoints Paul 


Gordon E. Paul has been ap- 
pointed assistant sales manager of 
Station WSNY, Schenectady. He 
has been with the station since 
1945, 


Gu the Heast 


or DETROIT 


FACING GRAND CIRCUS PARK 


The Tuller, a modern hotel for 
those who want the best! Con- 
venient to Offices, Theaters, 
and Shops. Friendly, courte- 
ous service and real Hotel 
Comfort. The Tuller Coffee 
Shop or Cafeteria for your 


Dining Pleasure at modest ~ 
prices. It pays to stay at ( 
Hotel Tuller. ; 

7 VISIT OUR ~~ 
COCKTAIL LOUNGE 

) ONE OF DETROIT'S FINEST ( 


800 ROOMS $975 
WITH BATH FROM 


HOTEL 


TULLER 


RICHARD C. HODGES, Mgr. 
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Bell & Howell Announces 
Executive Promotions 
Bell & Howell Co., 


equipment, has announced the fol- 
lowing promotions: E. S. Lindfors, 
vice-president’ in charge of the 
New York office, has been named 
vice-president in charge of mer- 
chandising, and E. L. Schimmel, 
manager of the international divi- 
sion, has been appointed vice- 
president in charge of the divi- 
sion. 


., Chicago,| assistant general sales manager, 
manufacturer of motion picture | 


W. A. Moen, general sales man- 
ager, has been named assistant 
vice-president, and P, A. Wagner, | 


has been appointed director of 
public relations. C. G. Schreyer has 


been appointed director of sales | : 


and will continue as _ assistant 
treasurer. P. M. Thomas has been 
named director of sales training. 


Publishes 1,000th Issue 


The 1,000th issue of Business 
Week, published by McGraw-Hill | 


Publishing Co., New York, was! magazine has a net paid circulation 
published on Oct. 30. Issue No. 1|of 184,500 against 80,406 for the 
was distributed Sept. 7, 1929. The | first issue. 


7 . ° ek la « 
B ACCURATE COMPOSITION SERVICE, INC 


Ph. MAR 9634 — 542 S Dearborn St. Chicag m 


book which gives you a complete 


resume of the unique HUMAN 


Weekly .. 


Results . . 
thru dealers. 


denced in Reader Response . . 


INTEREST Editorial Technique of Capper’s 


. and its productiveness as evi- 


. Pattern Sales 


. . . Circulation and above all in Advertising 
. for products sold either direct or 


For advertisers who are selling or who want 


Capper Publications, Inc. 


Ge 


y) 


912 KANSAS AVENUE 
TOPEKA , KANSAS 


Sales Managers ... Advertising Managers and Agency 
Men are talking about... Especially if 
they re Selling the Rich Farm and Rural Town 


Market! Your Pree Copy is Ready for You! 
send for it Today. 


ACTS not ‘Flapdoodle” is the key- 
note of this highly informative 


to sell the prosperous, able-to-buy Farm and 
Rural Town market of Iowa, Nebraska, Mis- 
. What Every 
Advertiser Should Know About Capper’s 


souri, Kansas and Colorado . . 


Weekly,” is a reading “must.” 
Send for your FREE copy today . . . and 


let Capper’s Weekly, The Feature News wv 


Weekly of the Rural Midwest... 7 
Show you why, . . . IT MAKES 
THE SALES! ie 
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Form Chicago Agency 

James L. Proebsting, until re- 
cently advertising manager of Na- 
tional Cooperatives, and John Paul 
Taylor, executive secretary of the 
Industrial Marketing Associates, 
have organized Proebsting, Taylor, 
Inc., a sales counseling, distribu- 
tion and promotional service for 
manufacturers and_ distributors. 
Offices are at 230 E. Ohio St., Chi- 
cago. 


Admiral Names Kudner 

Admiral Corp., Chicago, has 
named Kudner Agency, New York, 
to handle its television and radio 
media. Cruttenden & Eger Adver- 
tising, Chicago, will continue to 
handle space media for the com- 
pany. 


ADS PULL BETTER 
Illustrated with EYE * 
CATCHERS photos. 
Dramatize covers, house 
organs, posters, every 
promotion job. 100 new 
photos monthly. Used 
by biggest advertisers. 
Write for new FREE 
proofs No. 108. 


EYE* CATCHERS, Inc., 10 East 38 St.,N. Y.C.16. 


RCA Victor Video 
Ads Go National 


CampEN, N. J.—RCA Victor will 
start using national magazine copy 
to push the sale of its television 
receivers soon. 

The drive, through J. Walter 
Thompson Co., will start Nov. 22 
with an advertisement featuring 
the new ten-inch screen video 
console priced at $550 and a new 
table model set at $325. 

Included on the magazine list 
are Armed Force, Collier’s, Exten- 
sion Magazine, Look and The 
Saturday Evening Post. 

J. B. Elliott, vice-president in 
charge of the RCA Victor home 
instrument department, explained 
his reason for the move: “With 
more than 40,000,000 people across 
the country already within range 
of television service and the East 
Coast and midwest television net- 
works expected to link up by the 
end of the year, television Js 


rapidly approaching national 
stature. National television adver- 
tising will now reach prospective 
purchasers in practically all major 
markets of the country.” 

RCA’s latest radio and television 
sets also are being plugged regu- 
larly on the company’s NBC radio 
show. Some models in the fall line 
are slightly lower in price; an 
improved ten-inch console with 
AM-FM and TV is available for 
$550 in the East; the correspond- 
ing model cost $595 last year. 


Guth Appoints Bloch Agency 

H. George Bloch Advertising Co., 
St. Louis, has been appointed to 
handle the advertising of Edwin F. 
Guth Co., St. Louis, fluorescent 
lighting fixture manufacturer. 


Saunders Joins KCMO 


Willard Saunders, formerly an 
account executive of Beaumont & 
Hohman, has joined the sales de- 
partment of Station KCMO, Kan- 
sas City, Mo. 
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e@ Don ALLSHOUSE, ad manager of Northern Equipment Co., Erie, Pa. 
has been elected commander of the American Legion for Erik 
County. He served as a captain in the AAF during the war ¢« 
CuHaRLes F. JENKINS, chairman of the board of Farm Journal, Inc. 
Philadelphia, which publishes Farm Journal and Pathfinder, wa: 
given a testimonial luncheon by his associates to celebrate his 65t} 
year with the organization. Publisher GRAHAM PATTERSON, who wa: 
toastmaster, presented a commemorative scroll to the veteran ¢« 


e@ Dr. VeErRGIL REED, associate director of media and research of th« 
J. Walter Thompson Co., is currently on a two month trip aroun 
the world, stopping at principal Thompson offices e Ray Bowen 
ad director of The New Yorker, won’t forget his last night in ga) 
Paree for a long time. Ray was 
vacationing in Europe for a 
month and on his last night in 
Paris slipped and broke his 
ankle. He’s hobbling around New 
York on crutches at the mo- 
ment e 


e R. C. “Bos” RENTzZ, production 
manager of Martin R. Klitten 
Co., Los Angeles agency, joined 
golfdom’s select circle recently 
when he made a hole-in-one at 
the San Gabriel Country Club e 
Rospert E. Sconce, head of the 
Sconce Advertising Agency, Ta- 
coma, Wash., is vice-president 
of the newly incorporated Pacific 
Island Resorts, Inc., which plans 
to develop a luxurious year-round 
resort in the San Juan Islands e 


e DanreL E. Moran, who 
handles publisher relations for 
the American Newspaper Adver- 
tising Network, New York, was 
married in San Francisco Oct. 27 
to Anne C. Macdonald, of Clares- Qyota—walter F. Taylor, publisher of 
more, Alberta, Can. BURTON E. sports Afield, bagged his limit—northern 
VAUGHN, account group super- bluebills and canvasbacks in his left hand, 
visor in the San Francisco office and a Canadian honker in his right, at the 


of BBDO, served as best man @ Sports Afield duck camp, Portage lo 
Prairie, Manitoba. 


e LEE Butter, New York man- 

ager for Display Corp. (Milwaukee), and Violette Koehler, Chicago 
fashion designer, were married in New York on Oct. 16. They spent 
their honeymoon in Bermuda e 


e A six-pound, ten-ounce son, Frederic Victor, was born Oct. 27 to 
Don V. SHOEMAKER, director of advertising and promotion, KFAB, 
Omaha, and Mrs. Shoemaker e Saut Kriec, head of the New York 
publicity and public relations firm, Saul Krieg Associates, will 
serve as public relations chairman for the 1949 March of Dimes 
in Greater New York e 


e Admen who are not quite sure about the new male fashions 
may cast their eyes towards COMMANDER MorTIMER W. LOEWwI, ex- 
ecutive assistant to the president of Allen B. DuMont Laboratories 
Commander Loewi has been selected as one of the ten best dressed 
men in America by the Fashion Foundation. e 


e Stan Hvusparp, president of KSTP (NBC), is getting a 
kick out of his office 
in the studio’s new 
building, which is on 
the Minneapolis-St. 
Paul city line. He and 
KEN HANCE, v.p., are 
in St. Paul, while 
sales and accounting 
offices are in Minne- 
apolis. Stan enjoys 
visiting somebody in 
the Minneapolis of- 
fice, and invariably 
says, “Let’s step over 
to St. Paul and talk 
this over.” e 


e@ James M. LINTON 
president of th« 
Hartford, Conn., Bet- 
ter Business Bureat 
ee eee Lansinger, — . Western since its organizatior 
Locker, Portland, Ore., receives a bronze plaque in- 
scribed “Oregon Ad Club Golf Neuse ‘Gee. ee Oe Se 
pion” from John Powers, tournament chairman, at a "as 
recent meeting of the club. os 8 director. He wa: 
at one time par 


owner, vice-president and ad manager of the Hartford Times e 


e This is the happy culmination of a romance publicized in Life : 
few months ago—GwynNep FILuLinGc of Newell-Emmett, Life’s Car. 
eer Girl, and CHARLES STRAUS JR., of the same agency, pictured i 
the story as one of Gwyned’s admirers, were married on Nov. ‘ 
in New York City e FRED THROWER, ABC’s vice-president in charg 
of sales, and Marion Hodge were married in Savannah, Ga., Oct. 30 
They spent two weeks in Nassau e 


e Francis D. BowMAN, who is retiring as director of public rela 
tions of the Carborundum Co., Niagara Falls, N. Y., was given : 
surprise dinner by more than 200 friends at the Hotel Niagara « 
LARRY MERAHN, promotion manager of the New York Sun, has bee! 
appointed by the Metropolitan Newspaper Promotion Manager 
Association as chairman of a committee to assist in the ’48 Christ 
mas Seal Campaign e 
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“TC Rules Against 
Jiscose’s ‘Quality 
Control’ Standards 


WasHINGTON—The “quality con- 
rol plan” used by American 
Viscose Corp. to cultivate con- 
sumer acceptance of rayon fabrics 
is not a “consumer standard” and 
must not be so advertised, the 
Federal Trade Commission has 
ruled. 

Through advertising, the firm 
urged consumers to look for the 
labels “crown,’ “crown tested” 
and “crown tested and approved” 
which it was making available 
to converters and manufacturers 
of rayon fabrics who submitted 
samples for testing. 

While the samples were tested 
by an independent firm, Better 
Fabrics Testing Bureau, Inc., FTC 
objected to the fact that Viscose 
Corp. exercised “final and absolute 
authority” with respect to speci- 
fications. 

“It was not a consumer standard 
in that it was not established by 
consumers, representatives of con- 
sumers, or any official body auth- 
orized to establish consumer 
standards,” FTC stated. 

“There are in fact no quality 
standards generally recognized or 
used for grading rayon products. 

“The standard used by the re- 
spondent was established after tak- 
ing into account its own interests, 
the interest of its customers and of 
their customers. 

“Although there were un- 
doubtedly benefits to the con- 
sumers in the information and as- 
surance provided by the respon- 
dent’s tags and labels on fabrics 
tested and approved under its 
‘quality control plan,’ neverthe- 
less the standard was not es- 
tablished by or for consumers and 
was controlled by the respondent’s 
views as to the practicalities of 
manufacturing and merchandising 
fabrics made from its rayon pro- 
ducts.” 


Anchor Hocking Ups Three 


E. M. Lawrence, assistant sales 
manager of the container division, 
has been appointed assistant direc- 
tor of the package sales division 
of Anchor Hocking Glass Corp., 
Lancaster, O. J. E. Bellinger, man- 
ager of the Detroit container and 
closure sales office, has been 
named sales manager of the gen- 
eral line containers. Edward Wells, 
a container division assistant sales 
manager, has been made _ sales 
manager of carbonated beverage 
ware and specialties. 


Roizen Appoints Rich 

Arthur H. Rich, formerly pur- 
chasing agent of Rich Ice Cream 
Co., has been appointed an account 
executive of Roizen Advertising 
Agency, Buffalo. 


AAAN Adds Cline Agency 

Cline Advertising Service, Boise, 
Ida., has been elected to member- 
ship in the Affiliated Advertising 
Agencies Network. 


THE ALBERT KIRCHER CO. 
LEE H. LASHER, VICE PRESIDENT i 
1001 WASHINGTON BLVD., CHICAGO 7 


Braun, Jacobs Form PR Firm 


Publicraft Associates has been 
formed in Detroit by Jean Ep- 
stein Braun, formerly publicity di- 
rector of the Jewish Welfare Fede- 
cation of Detroit, and Grace Jacobs, 
formerly in charge of sales pro- 
motion and house organs for the 
Madison Co., Detroit. The new 
company, located at 12042 Yel- 
lowstone, will specialize in house 
organs, publicity and mailing 
pieces. 


Ungerer Appoints Twiss 
Ungerer & Co., New York, manu- 

facturer of essential oils, aroma- 

tic compounds and flavoring mate- 


rials, has placed its advertising 


with the House of J. Hayden 
Twiss, New York. Trade publica- 
tions will be used. 


To McConnell, Eastman 


The Winnipeg office of McCon- 
nell, Eastman & Co. has been ap- 
pointed to direct the advertising of 
the Pigott Tractor & Equipment 
Co., Winnipeg. Advertising for 
Pigott Motors Ltd. also will be in- 
cluded. 


Goodrich Promotes Baker 


Robert L. Baker, ‘retail credit 
sales supervisor in the Philadel- 
phia district, has been named assis- 
tant manager of passenger tire 
sales of the replacement tire sales 
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division of B. F. Goodrich Co., $.S. SPECIAL 
Akron. FRISKET CEMENT 
$5.00 per gal. $1.50 per at. 

Green Rejoins WHKK ARTEX ARTIST 
Cecil Green, formerly sales man- fUsBER CEMENT | 


ager of Superior Baking Co. and | 
before that account executive of | 
Station WHKK, Akron, has re- 
joined WHKK as sales manager. 


oe 


a ee | | 1. MICHIGAN AVE, CHICAGO I, itt 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION | 
Published bi-monthly at Milwaukee, Wis. 


IT JUST ISN'T DONE THIS WAY! 


No, sir! Contest judging is a serious, scientific business 
. . . and the public is coming to realize more and more 
that contest winners just aren’t picked blindly out of a 
box, but are selected solely on the basis of merit . 


Most contest entrants now are aware that— 


Contest judging has to conform with strict post- 
al laws and is subject to regular postoffice in- 
spection and approval. ... 


Contest judging, to be 


fool-proof against pos- 


sible law suits, has to be based on a predeter- 
mined objective rating system that guarantees 


fair evaluation of every 


entry. ... 


Contest judging is a specialized job that can be 
handled efficiently only by a large, well-trained 


staff. 


This growing public understanding that contest judging 
is on the up-and-up can be traced largely to the reputa- 


- ae 
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meee tas 


tion of Donnelley’s Judging Service and to the wide pub- 
licity it has enjoyed. 


As a result, Donnelley-judged contests enjoy the trust 
and confidence of the contest public. 


So if you are thinking of a contest promotion, call us in 


early. Let our wealth of past experience and reputation 
help give your contest the public acceptance it deserves. 


OTHER DONNELLEY SERVICES: 


e DEALER HELP MAILINGS—including planning, supplying 
of mailing lists, printing, dealer imprinting, addressing, schedul- 
ing and mailing. 


e SELECTIVE MARKET MAILINGS—proved by exhaustive 
tests, national, regional and local campaigns. 


e MAIL-AWAY PREMIUM SERVICE—executed by an expert 
staff geared to handle volumes of requests quickly, efficiently. 


e SAMPLE MAILINGS—mass or selective coverage, including 
the complete job of addressing, packaging and mailing. 


pa hE ial at nae ee PO 


THE REUBEN H. DONNELLEY CORPORATION 


350 E.22nd ST. | 


CHICAGO 16,1LI 


305 E. 45th ST 


EW YORK 17, N 
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_ lation—risk 


Federal Pollers 
Worried Despite 


Own Successes 


Their ‘Probability’ 
Sampling Works, But 
Public Doesn't Know 


WASHINGTON—The woes of the 
election pollsters are causing a 
peculiarly complex reaction among 
government statisticians who are 
pioneer developers and users of 
sampling systems. 

As professionals, the govern- 
ment people are enjoying a spec- 
tacular victory over commercial 
polling organizations which use 
less elaborate—and allegedly less 
scientific—sampling methods than 
those advocated by the Census 
Bureau and the Bureau of Agri- 
cultural Economics. 

But as working men who must 
go before Congress to justify their 
expenditures of public funds, there 
is an uneasiness that the sins of 
Gallup, Roper, Crossley et al will 
be avenged on government sam- 
pling operations. 


s Top level Census Bureau ranks 
include some of the country’s 
most famous authorities on poll- 
ing—men like Morris Hanson, 
William Hurwitz and Joseph Daly 
—who have designed and put into 
operation machinery which tells 
the government what it wants to 
know about employment, retail 
sales, population and other vital 
statistics. 

Hanson and his fellow workers 
practice “probability sampling,” 
an arrangement calling for 100% 
coverage of pre-selected areas of 
the country. They claim their 
method is completely free of the 
human bias element, and that its 
degree of error can be easily 
determined on the basis of mathe- 
matics. 

For years, they have been argu- 
ing that commercial pollsters who 
use “quota” samples—hand picked 
miniatures of the national popu- 
errors of human 
judgment which cannot be fore- 
seen. 

After a congressional investiga- 
tion of the 1944 Gallup poll, 
probability sampling began to gain 
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NOW THE 128th CITY 
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(100,234 CITY ZONE —S. M.) 


RETAIL FOOD STORES 
$21,413,000 in 1947 (S. M.) 


In addition to record purchases 
of foods, permanent residents 
and visitors spent $99,164,000 
during 1947 for other merchan- 
dise and services—a total retail 
sales gain of 41% in one year. 


In planning your 1949 Adver- 
tising Program, REMEMBER 
The Times gives 92% City Zone 
Coverage in Florida’s Fastest 
Growing Market. 


No out-of-town newspaper 
has as much as 400 average 
daily circulation. 


ST. PETERSBURG, FLORIDA 


paity TIMES sunpay 


Represented by 
THEIS & SIMPSON, INC. 
New York ¢ Detroit « Atlanta ¢ Chicago 


V. J. Obenauer, Jr., in Jacksonville, Fla. 


ground among commercial poll- 
sters, despite the higher costs 
involved in coverage of the sample 
areas. 


@ On their part, the commercial 
pollsters say the degree of error 
involved in quota sampling does 
not warrant—for market research 
purposes—the extra expenditures 
involved in coverage under the 
probability method. 

Nevertheless, probability sam- 
pling is gaining favor among 
commercial researchers. One of its 


strongest advocates is Dr. Rensis 
Lickert, who used it for consumer 
finance studies at the Bureau of 
Agricultural Economics three years 
ago, and now uses it at the Survey 
Research Center at the University 
of Michigan for studies for the 
Federal Reserve Board and com- 
mercial clients. 

Other firms have been consult- 
ing Census Bureau on its “prob- 
ability” method. Among them are 
A. C. Nielsen Co., Chicago, and 
Alfred Politz, Inc., New York. 

Probability sampling has been 


used in the government since the 
Biggers unemployment census of 
the mid-thirties. By 1945 it had 
been so fully developed that 
Census Bureau used it to publish 
a virtually 100% accurate forecast 
of 1945 agriculture census results 
a year before computations were 
completed. 


# Best known probability samp- 
ling product is the monthly labor 


force report. But before long the 


business world will be using an- 
other sampling report—Congress 
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| permitting—which will provide re- 
| tail dollar sales figures nationally 


and for major cities. 

Because it operates on a vast 
scale, Census Bureau gears its 
sampling operation to a valuable 
reservoir of mapping equipment, 
valued at well over $1,000,000 
Among its resources, which it 
makes available through consulta- 
tion to commercial firms, are 
Sanborn maps giving the char- 
acteristics of every urban block 
in the country, and aerial photo- 
graphs of all rural areas. 


ARE YOU. 


_— MISSING THE SIGNAL 
_ ON THE PACIFIC COAST? © 


only Don Lee can give you the green light on both the “Inside” and the “Outside” 


markets on the Pacific Coast. 


On the Pacific Coast there are only nine cities, embracing 18 metropolitan 
counties, in which all four networks have stations. To cover the remaining 115 


“Outside” market counties, there are 48 stations of all networks, and 32 of these 


are Don Lee stations! 


The Pacific Coast markets are bigger and better than ever this year, with popu- 


LEWIS ALLEN WEISS, President - WILLET H. BROWN, Exec. Vice-Pres. « syDNEY Gaynor, Gen. Sales Mgr. 


The Nation’ Greatest Regional Networ!: 


7 ARE MISSING the signal if your Pacific Coast radio network isn’t Don Lee, for 


1 
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While all this equipment is not 
eeded for ordinary commercial 
rganizations involved in prob- 
bility sampling, it is a cost saver 
or a big operation like Census. 
tach area has been coded for IBM 
nachines. Random samples are 
nade by running the _ cards 
hrough the machines, and using 
he areas selected by the machine. 


a For its employment and retail 
sales studies, Census Bureau 
overs 68 areas. To reduce error, 
ts sample includes all cities over 


1,000,000, most cities of a half 
million and a random sample of 
non-urban communities. Back- 
bone of the system is 100% 
coverage in the sample areas of 
all large stores plus the sample of 
smaller stores. 

The new report has been in 
preparation more than two years. 
It will cost about $500,000 annually 
to collect sufficient data to provide 
a cumulative figure on an annual 
or semi-annual basis. 

The first report, covering 1948, 
is said to be five to ten times 


better than any previous retail 
sales figure published by govern- 
ment. Introduction of probability 
sampling for retail sales represents 
a triumph over old-line methods, 
which produced reports based on 
as little as a 6% return on mass 
mailings. 


w Census experts say they feel 
safe whenever they are taking a 
poll free from the human element. 
By this they mean: 

1. A poll based on a sample 
chosen by a machine—a poll 


where the “odds” can be calculated 
by mathematics. 

2. A question which does not 
involve measurement of attitudes 
with a view of predicting future 
actions. 


‘Charm’ Names Earnshaw 
Spencer W. Earnshaw, former 
member of the midwestern sales 
staff of Vogue, has been appointed 
midwestern manager of Charm, 
succeeding Robert S. Gardanier, 
who becomes assistant to the ad- 
vertising director of Street & Smith 
Publications in New York. 


lation up 8%, radio families up 10%. Buying income is 20% higher, retail sales up 


28%. Don Lee is the recognized network to deliver both “Inside” and “Outside” 


markets. 49% of all the Pacific Coast's regionally-sponsored network programs, 


and 52% of all the Coast’s regionally-sponsored time, are currently on Don Lee. 


Remember: In addition to coverage facilities in the “Inside” market equal to 


those of any other network, Don Lee has 100% more coverage facilities for the 


“Outside” market than all other Pacific Coast networks combined. If you want the 


go ahead signal with your product or services on the Pacific Coast—buy Don Lee! 
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2 ae 


Because BSN brings news that its read- 
ers convert into sales, it's the best mes- 
senger for your sales-message. 


eae Se 


—that you're in business to do business; 
that you're on the lookout for immediate 
sales. 


Not tomorrow, but now. Let 


BSN help you do it! 


—when you use the same avenue 
of communication your 
customers do 


products in the magazine acknowledged 
the biggest success 


Don't bolster your sales quota—Beat it! 
Use BSN where the cash customers are 
looking for you. 


The fight is on tor the same dollar. it's 
@ healthy fight. Moke it profitable. Use 
the Ist paper — 
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Publisher-Agency 
Chief Recalls 50 


Years in ‘Journal’ 


PrINcEToN, N. J.—How Walter 
E. Edge “grew up” with Atlantic 
City, and learned a lot about the 
advertising agency and news- 
paper publishing businesses in the 
process, is detailed in his auto- 
biography, “A Jerseyman’s Jour- 
nal,” just published by Princeton 
University Press. 

The author, twice governor of 
New Jersey, and U. S. ambassador 
to France, began his business ca- 
reer as a printer’s devil in Atlan- 
tic City. That early training led 
‘to his establishment there of the 
Daily Press in 1895. His agency 
experience started with John M. 
Dorland, who solicited ads from 
Atlantic City hotels for Philadel- 
phia and New York newspapers. 
Mr. Edge took charge of the busi- 
ness because of Mr. Dorland’s ill- 
ness, and purchased the agency 
for $500, while only 18, when the 
founder died. 

Dorland’s principal preoccupa- 
tion in the early days, Mr. Edge 
recalls, was to make Atlantic City 
into an all-year resort instead of 
a summer playground. The agency 
helped open a new era in resort 
advertising and promotion, helped 
establish the famed boardwalk, 
introduced auto races, and even- 
tually brought Mr. Edge recogni- 
tion as a leading figure in resort, 
travel and hotel advertising in a 
dozen countries. 

Success of the agency and his 
newspaper publishing activities 
gave the young business man the 
financial independence he sought, 
and led to his rise from local to 
state and then national political 
prominence. In all, his book re- 
views 50 years’'of experience in 
American business and politics. 


Appoints Duncan Scott 


Duncan A. Scott & Co., San 
Francisco, publishers’ representa- 
tive, has been named West Coast 
advertising representative for the 
Michigan and Ohio editions of 
Grocers’ Spotlight, Detroit. 


Appoints Michael Winow 


Michael Winow, formerly with 
Roy S. Durstine, Inc., and Young 
& Rubicam, New York, has been 
appointed traffic and production 
manager of Hewitt, Ogilvy, Benson 
& Mather, New York. 


FIRST 


IN THE 


DAVENPORT 
ROCK ISLAND 
MOLINE 


EAST 
MOLINE 


The 40th 
Retail 
Market 


WOt 


BASIC NBC Affiliate 
DAVENPORT, IOWA 


National Representatives 
Free & Peters, inc. 


Quad Cites 


Lous 
. 


AM< 5.000w.,1420ke. 


FM 
TV 


47 Kw., 103.7 Mc. 


C.P. 22.9 Kw. vis- 
val ond avyral, 
Channel 5 


To Wheeler-Kight & Gainey 

Honey-Kist Orange Growers, 
Eustis, Fla., has appointed Whee- 
ler-Kight & Gainey, Columbus, O., 
to handle the advertising of Honey- 
Kist oranges. Weekly newspapers 
in key cities and point-of-sale ma- 
terial will be used. 


Ad Council Names Kelly 


Philip J. Kelly, director of ad- 
vertising and promotion of Na- 
tional Distillers Corp., New York, 
has been appointed coordinator of 
the Advertising Council’s 1949 Red 
Cross campaign. Compton Adver- 


tising, Inc., New York, is the vol- 
unteer agency and campaign ma- 
terials will be prepared under the 
direction of William Geoghegan 
of Compton. Henry C. Wehde Jr. 
is the council’s staff executive on 
the campaign. 


Y&R Promotes Merrill 


Edward A Merrill Jr., acting 
manager of the San Francisco of- 
fice of Young & Rubicam, has been 
appointed manager, succeeding 
Howard Williams, who has become 
general manager of the Wine 
Growers Guild, Lodi, Cal. 


Appoints Jerry Albert 

Jerry Albert, formerly public 
relations director of United World 
Films, New York, Universal-In- 
ternational subsidiary, has been 
named director of advertising and 
publicity. 


Fink, Fanelli Join Y&R 


Sam Fink, formerly with Bu- 
chanan & Co., and Andrew S. 
Fanelli, formerly with Grey Ad- 
vertising Agency, have joined the 
art and copy departments, respect- 
er of Young & Rubicam, New 

ork. 
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CIA Appoints Tukey 


Richard E. Tukey, assistant tc 
the president of the Cigar Institute 
of America, New York, has beer 
appointed director of the CIA. He 
succeeds Harry W. McHose, whx« 
has resigned. Eric Palmer has beer 
named deputy director in charge 
of promotion. 


‘Collier's’ Raises Price 

Effective with the Nov. 20 issue 
the newsstand price of Collier’: 
will be increased from 10¢ to 15¢ 
Subscription prices remain un- 
changed. 


“The new Fortune will be a 

great help to leaders of business 

throughout the country.” 
Vincent Rice1o, President 
American Tobacco 


Company, Ine, 


Hauger & Dorf 


“TL congratulate you . . 
Magazine will appeal particu- 
larly to two groups of people, 
thoughtful people and people 
of large responsibilities.” 
Joun D. Brecers, President 
Libbey-Owens-Ford Glass 


Company 


“You have made a good start, 


The October Issue of FORTUNE, initiating a new and greater editorial 
program, has brought hundreds of comments from FORTUNE’s 250,000 


subscribers. Here is what some of them have to say: 


to you.” 


President 


Sarony 


“A fine beginning has 


journalism.” 


America 


. The 


Business le at ; 


“You have made a good start, 
congratulations and more power 


Donatp W. Dovuc as, 


Douglas Aircraft 
Company, Ine. 


made toward a new goal in 


Davip Sarnorr, President 
Radio Corporation of 


Wesley Bowman Studios 


been “Interesting reading .. . 


beings.” 


“T particularly commend you 
on your new department." The 
. This 
graphic summary considerably 
enhances the value of Fortune 
as a current, realistic journal.” 

J. H. MceNass, President 


Victor Jorgensen 


and “Farm Horsepower’.” 


Chairman 


Bell & Howell Company 


your 
October issue is full of human 


Me vin H. Baker, President 
National Gypsum Company 


Delar 
“I was particularly interested 
: “pie Ts 
in ‘Mr. Dewey's Economics 


Tuomas A. Morcan, 


The Sperry Corporation 


“| believe there will be no other 
regular reading so important to 
businessmen as this new For- 
tune.” 
Farrrax M. Cone, 
Chairman of the Board 
Foote, Cone & Belding 


Acm 


“IT thought the October For: 
TUNE was unusually interesting 
even for ForTUNE.” 
EucGene Meyer, 
Chairman of the Board 
The. Washington Post 


Gabriel Be ix 


*... A great contribution vil 


be made to our national lil. 
ReEvuBEN B. Ropertso\. 
President 
Champion Paper & Fi» 


Company 
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Jan Buren, Former 


1&R Exec, Sets Up 
Sonsulting Shop 


New YorK—Ralph Van Buren, 
vho recently resigned as vice- 
resident and secretary of Ruth- 
auff & Ryan, has opened his own 
ervice business at 405 Lexington 


Ave. here. 


Mr. Van Buren, who spent more 
years with the agency 
and served as chairman of numer- 


than 20 


with agencies 
problems, 


management 


ous Four A’s committees on agency 
administration and finance, will 
confine his operation to consulting 
on management |Jqames Woolf Sets Up 


covering organization, | Free-Lance Operation 
business methods, financial con- 


trols, personnel, remuneration, etc. 

Mr. Van Buren told AA the com- 
pany, known as Ralph Van Buren,|/Thompson Co., 
Specialist in Advertising Adminis- 
tration, represents “something I’ve 
wanted to do for a long time.” 

He said he would be associated 
with a group of specialists in 
engineering, 


James D. Woolf, for 30 years in . d 
charge of creative production for |@tion to Make Money,” which has 
the western offices of J. Walter |Just been published. 
and author of 
“Salesense in Advertising,” which | Agency Issues Booklet 
appears in ADVERTISING AGE 
monthly, has set up a free-lance 
copy consultant business in Santa 
Fe, N. M., where he is now living. 
with | Mr. 


facilities in New York, Chicago,|three medium-size advertising 
Cleveland, Montreal and London. | agencies in a confidential capacity. 


Mr. Woolf has written three 
well-known books on advertising, 
and is co-author with Charles B. 
Roth of “How to Use Your Imagi- 


Campbell-Ewald Co. has issued 
a booklet entitled “Advertising 
Well Directed,” containing exam- 
ples of the agency’s advertising 
during 1947 and descriptions of 


Woolf is currently serving! the office and personnel. 


and more power to you... 


Bachrach 

“Your editorial design for in- 
tegrating American business 
with other important forces is 
highly constructive.” 

Joun L. CoLtyer, 

President 

B. F. Goodrich Company 


Nickolas Muray 


“The business round-up is 
amazingly up to the minute. 
The October issue indicates 
that ‘Fortune’ realizes the a 
that business has ahead of it 
and is willing to help.” 

Don G. Mrrcney, President 
Sylvania Electric 

Products, Ine. 


Morton Berger 

“I congratulate you on one of 
the finest jobs yet produced of 
portraying factually the es- 
sence of the free enterprise 
system and the American 
way of political life.” 

E. V. RicKENBACKER, 

President 

Eastern Airlines 


Underwood & Underwood 


“T particularly like the Busi- 
ness Roundup. I shall look for- 
ward to this as a regular feature. 
Fortune has definitely stepped 
up to a higher plateau.” 

S. C. Atiyn, President 

The National Cash 

Re zister Co. 
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Ferdinand Vogel 

“A person would be very un- 
likely to put this issue down 
without a new understanding 
of the great responsibilities and 
achievements of American 
business.” 

EuGene Hotman, 

President 

Standard Oil Co., of N. J. 


“Fortune can have great influ- 
ence on businessmen and their 
business philosophy in the cru- 
cial years just ahead of us.” 
~  Joun BALLANTYNE, 
Chairman of the Board 
Phileo Corporation 


Newspictures 
“A much completer story . . . 
This October issue comes to 
grips with living problems, 
»roblems in action, with which 
industry is today faced.” 
James F. Bew, 
Chairman of the Board 
General Mills, Inc. 


Newspictures 
“Thoughtful and objective an- 
alysis of American Business 
Enterprise, useful not only to 
industry but to people in all 
walks of life.” 
BENJAMIN F. Farriess, 
President 
U.S. Steel Corporation 


Harris & Ewing 


“My reaction is very favorable 
... Best success in your-efforts 
toward a great objective.” 
W.S. Carpenter, Jr. 
Chairman of the Board 
bk. 1. du Pant de Nemours 
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REATIVE 
MEN 


work faster, better... 


when they follow this 
9-POINT 
“TECHNIQUE FOR 
PRODUCING IDEAS” 


This remarkable 61-page book by James 


W. Young, Senior Consultant of J. 
Walter Thompson, is worth its weight 
in uranium to every man who must 
produce ideas. Gives you the positive 
5-point program used by one of the 
highest paid men in the agency busi- 
ness, for developing ideas that sell. 
Acclaimed as the biggest little book ever 
written for advertising men, now in its 
fifth big printing. A must for you if 
you are a creative man. $1.00 on 10-day 
money-back guarantee. 90c each in 
quantities of 10 or more. 


INSPIRATION FOR EVERY MAN 


IN THE AGENCY BUSINESS 


“The Diary of an Ad Man” 
(The Jim Young Classic) 


A practical volume for the man who is 
broadening his horizons in the advertis- 
ing business. As Victor O. Schwab says, 
“a book about business which emits 
flash after flash of penetrating insight 
... day by day guidance ... pithy case- 
history experiences ... usable sugges- 
tions.”” . . . In all 578 diary entries made 
during trying times, any one of which 
may suggest a solution to your current 
problems. $3.00 on 10-day money-back 
guarantee. $2.70 each in quantities of 
10 or more. 


GUIDANCE IN INDUSTRIAL 
ADVERTISING, MARKETING 
AND PUBLISHING 


“Teacher of Business” 


What were the ideas and ideals that 
underlie the impressive success of Me- 
Graw-Hill? Here is the whole inspiring 
and useful story, in the words of the 
late James McGraw, Sr. with an 
introduction by G. D. Crain, Jr., pub- 
lisher of Industrial Marketing, Advertis- 
ing Age, etc. A basic book in the library 
of every man who writes, edits, sells, or 
promotes in the business or industrial 
fields. $1.00 on 10-day money-back guar- 
antee. 90c each in quantities of 10 or 
more. 


HOW TO SET UP AND RUN 
A PROGRAM FOR SALESMEN 


“Successful Sales Training” 
By Eugene Dynner 


Here is the complete, practical, and 
usable outline of the proved method for 
(1) getting new salesmen into high gear 
quickly, (2) developing a uniformly 
good performance pattern, (3) making 
each man pay off in higher average pro- 
duction. An easy-to-use program for 
sales managers who want more results 
starting now. $2.00 on 10-day money- 
back guarantee. $1.80 each in quantities 
of 10 or more. 


NOTE TO COPY CHIEFS 


Judging from the number of orders for 10, 
25, and more copies of these various books, 
it is clear that they are filling an important 
need in training programs. We suggest you 
start with a copy of the “‘5-Point Technique” 
for each member of your creative staff. 


MAIL ORDER NOW 


r 


Advertising Publications, Ino. 
100 E. Ohio &t., Chicago 11 
Please send me books as ordered below. I 
enclose remittance with the understanding 
that I may return books for full refund in 
ten days if not delighted in every way. 
_... copies, “5 Point Technique 

for Producting Ideas”........ oo 
o_ copies, ‘‘Diary of An Ad Man" & = 
———- sanieg, ‘Teacher of Rusiness’’..% —_ 

copies, “Successful Sales 

Training” . a eS 
Name o- 
Compan a. . 
Address os 
City 2 

(Zone 

State__ . —~ 
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Murray Pirouettes 


to Magazines; 
Spends $300,000 


New Yorx—The Arthur Mur- 
ray Dance Studios, which hereto- 
fore spent 90% of its yearly adver- 
tising budget in newspapers, is 
placing $300,000 worth of adver- 
tising in national magazines this 
year. 

Heads of the 150 studios in the 


U. S., four in Canada and one in 
Honolulu, agreed to launch the 
drive in the magazines in October 
and so far the first set of ads has 
appeared. 

With a few exceptions, full-page 
ads will appear during the next 
eight months in American Mag- 
azine, Argosy, Collier’s, Esquire, 
Glamour, Life, Look, Mademoiselle, 
New York Times Magazine, Pop- 
ular Mechanics, Popular Science, 
Seventeen, The Saturday Evening 
Post, This Week Magazine, Thrill- 
ing Fiction Unit and True. 


PHONE: STate 2-5977 


Here Is An Idea! 


blow-ups of your four-color ads— 
they'te perfect for window streamers 
and backgrounds, point-of-sale pieces. 
And YOU save because there's no 
additional art work or composition cost 
ihe way we do it! 


WRITE TODAY FOR OUR FREE COLOR 
BLOW-UP PACKET AND SEE ACTUAL 
EXAMPLES OF WHAT WE'RE DOING 
FOR MANY NATIONAL ADVERTISERS 
AT SURPRISINGLY LOW COST! 


Let us make quantity color 


RAPID COPY SERVICE 
123 North Wacker. Drive 
Chicago 6, Illinois 


The new ads stress learning to 
dance “the new Arthur Murray 
way,” with a teacher and super- 
visor. The first ad contains a cou- 
pon, which, when mailed back to 
the studio accompanied by 25¢, 
entitles the sender to the mag- 
azine, ‘““Murray-Go-Round,” a 44- 
page book of pictures, dance news 
and instructions. 

Other ads during the comirg 
year will announce Arthur Mur- 
ray’s 35th year in the dance teach- 
ing business. Studios throughout 
the country also advertise in local 
newspapers, setting up their own 
budgets. 

Arthur Murray advertising is 
placed through Ruthrauff & Ryan 
New York, which has handled the 
account for 26 years. 


New Rotofoto Typesetter 


Shown in England 

The New York Times has re- 
ported that a machine using a 
ohotographic system of typesetting, 
called the Rotofoto system, had 
been shown at the laboratories of 
the Printing, Packaging, and Al- 
lied Trades Research Association 
in Leatherhead, Surrey, England. 

The machine was invented by 
George Westover, and comprises 
three units: a monotype keyboard, 
line projector and a makeup ma- 
chine for producing paper proof 
and film transparencies. 


Fischer to Deutsch & Shea 


Carl Fischer, Inc., New York 
music publisher, has appointed 
Deutsch & Shea, New York, to 
handle its advertising. 


Appoints Amos Parrish 


Sure-Fit Products Co., New 
York, has appointed Amos Parrish 
& Co., New York, to handle its ad- 
vertising. 


‘Southern New Englant 


Paul W. Morency, Vice-Pres.——Gen. Mgr. 


Walter Johnson, Assistant Gen. Mgr.—SlIs.Mor. 


WTIC’s 50,000 watts represented nationally by Weed & Co. 


| 


Advertising Age, November 15, 1948 


Teleradio Mans Corner 


As Arthur Godfrey quipped about CBS coverage of the 
Truman-Dewey returns: “Sometimes underslung bodies 
were ahead, sometimes overhead motors, but Nash was 
always winning.”’ Every hour on the hour CBS went down 
the big board of states, reading off the vote as it stood and 
this journey was described, coyly, as “The Nash Flight.” 


Three motors fought it out on CBS, NBC and ABC while 
Mutual was linked to the Curtis Publishing Co. Kaiser- 
Frazer (ABC) employed a conversational tone, probably 
smart, talked about Willow Run, about taking personal 
delivery there of your car, if you wanted to save freight 
charges. Chevrolet (NBC) attempted to tie in with given 
news breaks. Thus if Minnesota’s drift was reported, 
Chevrolet was reminded to mention car registration in 
that state. And so on. Presidents come and Presidents go 
but Chevrolet is a favorite with Republicans and Democrats 
alike. 


Network newsrooms drew telephonic protests against 
their “business as usual,’ but sponsorship didn’t arouse 
as much public emotion as did the pollsters. ABC and 
Kaiser-Frazer were perhaps the most embarrassed because 
unhappy Dr. George Gallup was standing by as a hired 
“interpretive expert.” There were so many sarcastic mes- 
sages for the doctor that ABC shut them off. 


But the advertising itself was, in the nature of the occa- 
sion, definitely “intrusive” upon a discussion among citizens. 
It was distracting to be led away from the drama of the 
moment to the current content of The Saturday Evening 
Post. The restroom facilities at Willow Run were hardly on 
a par historically, with the selection of a President. And the 
inference that save for the largesse of Nash one might not 
know how stood the winds of Arkansas was hardly an 
inspiring thought. If the Chevrolet stuff was perhaps the 
most “obnoxious” intrusion of commercial self-interest upon 
a public event, the whole idea of advertising sponsorship 
of election returns (or battle casualties, to recall recent 
events) is definitely on the dubious side. 


The unexpected ding-dong fight gave the election sponsors 
a good buy for their money. And that’s about the best 
that can be said. 


Drops Eastern Industries 
Hugh H. Graham & Associates, 


Amundsen Adds Duties 


Paul A. Amundsen, editor of 


New Britain, Conn., has resigned | World Ports, published by Traffic 


the account of Eastern Industries, Service Corp., 


Inc., New Haven, Conn., manu- 
facturer of industrial pumps, mix- 
ers and stirrers. 


Gets Hotel Accounts 

Ritchie Advertising Agency, 
Houston, has been named to handle 
the advertising of the Rice Hotel 
and Lamar Hotel, both in Houston. 


Book Club to Maxwell Dane 

Occidental Book Club, New 
York, has appointed Maxwell Dane, 
Inc., New York, to handle its ad- 
vertising. 


Washington, has 
been appointed editor and pub- 
lisher. 


G-E Appoints Alkire 


Lura Jim Alkire has been named 
manager of the consumers insti- 
tute of General Electric Co., 
Bridgeport, Conn. She has been 
acting manager since last April. 


Seger Moves Oftices 


John D. Seger Co., direct mail 
specialist, has moved its office 
from 128 Water St. to 59 Wooster 
St., New York. 


207 N. MICHIGAN AVE., CHICAGO + FRANKLIN 2-5854 


WE 


Miller and 


Mtchings 


INCORPORATED 
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couevins DOMINANT, EFFECTIVE COVERAGE 


OF THE BILLION DOLLAR — MARKET 


WESTERN 
MONTANA 


Spokane 
EASTERN ° 
WASHINGTON 


NORTHERN 
IDAHO 


UMATILLA 


MORNING 


EVENING 


Advertising Representatives: Cresmer & Woodward, 


REVIEW Comic Sections: Metropolitan Group. 


Omaha Company Gets 


SUNDAY 


Spokane Baily Chronitle 


POKANE, WASHINGTON — 


Inc., New York, Chicago, Detroit, 
Los Angeles, San Francisco. Color Representatives, SUNDAY SPOKESMAN- 


Nes 


You Reach One Of The Nation’s Top Quality City Markets 
PLUS A GREAT TRADE AREA COMPOSED OF PARTS OF FOUR STATES 


That's the story—more for your advertising dollar when you in- 
vest it in the Spokane Market through The Spokesman-Review and 
Spokane Daily Chronicle. 


Not only do you receive thorough and complete coverage of 
Spokane, ranked by Sales Management as one of the top-quality 
cities in the 100,000 to 250,000 population group, but your adver- 
tising dollar buys you a PLUS of responsive coverage of the great 
Inland Empire Trade Area—a region long famed as one of the high 
spot consuming and producing markets in America. 


Consider then the entire Spokane Market—a tremendously rich 
area bordered ’on all four sides by gigantic mountain ranges with 
Spokane over 300 miles distant from any city of comparable size and 
you can appreciate the opportunity that exists for unusually effective 
advertising and sales effort. It all sums up to this—Spokane is out- 
standing among cities of its size in the nation, as is revealed by the 
following tabulation based on data from Sales Management's 1948 
Survey of Buying Power issue, but look at the PLUS offered by the 
entire Spokane Market. It is this big market, large as New England, 
that you reach with your advertising in the long-established Spokane 


Newspapers. 


Total Spokane Spokane Rank of 


Market City Spokane* 
URES eee ee tee ees 853,900 157,800 22 
TL ES _$ 853,438,000 $223,884,000 13 
Food Sales _ 217,037,000 51,624,000 20 
General Merchandise Sales__ 97,513,000 36,358,000 12 
Drug Sales _. _.. 25,992,000 8,179,000 13 
Net Effective Buying Income... _.... 1,103,644,000 309,842,000 12 
Net Effective Buying Income Per Family 4,169 5,802 16 
Net Effective Buying Income Per Capita 1,292 1.964 5 


*Rank of Spokane among 69 cities of 100,000 to 250,000 population. 

If you’ve a product to sell in the booming Pacific Northwest—and want more 
for your advertising dollar—make certain The Spokesmdn-Review and Spokane 
Daily Chronicle are on your list. Their dominating circulation and above average 
readership among the more than 800,000 prosperous residents of the Spokane 
Market secure outstanding results for national and local advertisers—they‘ll get 
results for you, too. 


Combined Daily 
CIRCULATION 


Now Over 


150,000 
61.84% UN-duplicated 
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Packard Sending Out 
1,000,000 Mailings 
to Selected List 


Detrroir—Packard Motor Car 
Co., and its dealers are engaged 
in an aggressive “Tell and Sell” 
campaign directed at a _ special 
list of more than 1,000,000 poten- 
tial Packard owners throughout 
the country. 

In distinctive, full-color treat- 
ment patterned after Packard’s 
magazine advertising, three “im- 
pression” folders will be mailed 
during the remainder of 1948 to a 
selected list of 1941-47 car owners 
in the Packard bracket. 

Mailings in early 1949 will be 
released according to the “needs 
in the field and in close coordina- 
tion with our over-all sales 
planning,” said Karl M. Greiner, 
Packard vice-president and general 
sales manager. “We believe ‘Tell 
and Sell’ to be one of the most 
powerful concerted sales efforts 
ever taken in the fine car field.” 

Mr. Greiner explained that de- 
mand for new Packards continues 
to outstrip by far the ability of 
the company to produce—even 
with present output running 72% 
ahead of a year ago. 

“The program is designed to tell 
the Packard story of superiority, 
prestige and price of ownership 
today to pave the way for the 
vigorous selling tomorrow which 
has always characterized the auto- 
mobile business,” he said. “We 
are training, in effect, before the 
game actually begins.” 

Mailing lists are prepared from 
state automobile registration data 
and are segregated into proper 
geographical components. The first 
mailing, emphasizing Packard’s 
economy in its price field, has 
just been completed and the lists 
will be refined subsequently to 
reflect recent address and other 
changes. Each impression bears 
the imprint of the local dealer. 

The dealer’s mailing list, Mr. 
Greiner added, will provide “an 
ideal nucleus for selling effort in 
the competitive era just ahead.” 


Shipper Adds Two Cities 


for Food Parcels Drive 

Fraser, Morris & Co., New York, 
shipper of overseas food parcels, 
has increased its advertising cam- 
paign to include newspapers in De- 
troit and Washington, D. C. Metro- 
politan New York papers, national 
publications and direct mail will 
continue to be used. 

Peck Advertising Agency, New 
York, handles the account. 


$7,000,000 
IN PISTON RINGS 


’ Of the billion and a half dollars spent 


by Motor-Freight Carriers last year, 
$7,000,000 went for piston rings. 
How much of this business did you 
get? If you'd like to get more, adver- 
tise your wares in TRANSPORT 
TOPICS, the publication nine out of 
every ten For-Hire Truckers read and 
prefer. 16,000 paid copies weekly;— 
45,000 third-Monday distribution. 


- Grausport Topics 


The Notional Weekly of the Motor-Freight Carriers 


Washington 6, D.C. 


Jessop Names Rackley V. P. 


Frank B. Rackley, formerly with 
Carnegie Illinois Steel Corp., has 
been named vice-president in 
charge of sales of Jessop Steel Co., 
Washington, Pa. 


Three to Woodard & Fris 


Woodard & Fris, Albany, N. Y., 
has been appointed to handle the 
advertising of Drislane Bakery, 
Albany; Albany Public Market, Al- 
bany, and Cartwright Auto Sales, 
Troy, N. Y 


Burlington Gives 
$2,000,000 Account 
to Hirshon-Gartield 


New YorkK—Burlington Mills 
has appointed Hirshon-Garfield, 
Inc., to handle all of its advertis- 
ing, totaling more than $2,000,000. 
The agency has been handling 
Burlington advertising for men’s 
wear suitings, the shirting divi- 
sion, Galey & Lord men’s wear 


fabrics and Burlington institu- 
tional advertising. 

The following divisions, for- 
merly handled by Grey Advertis- 
ing, New York, now acquired by 
Hirshon-Garfield are: Concordia- 
Gallia; Duplex, decorative fabrics, 
flat goods; Galey & Lord women’s 
wear fabrics; hosiery, industrial 
and transportation fabrics; rib- 
bons; tricot; wheatley and yarn 
sales. 

Before its appointment to han- 
dle all Burlington advertising, 
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Hirshon-Garfield and Grey Ad- 
vertising each handled about $1,- 
000,000 worth of Burlington ad- 
vertising. 


NBC-TV Appoints Sarnoff 


Robert W. Sarnoff, previously 
account executive at NBC, has 
been named assistant to Norman 
Blackburn, national program di- 
rector for NBC-TV in New York. 
Mr. Sarnoff will serve as coordi- 
nator between the programming 


‘and sales departments. 


GILLETTE... MENNEN... WINCHESTER. ..BROMO-SELTZER...RKO 


PHILIP MORRIS...JOHNSON & JOHNSON...CALVERT... 


AND OTHER KEY ADVERTISERS ARE USING... 
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\d- Cairns Forms Canada Branch| named Wesley Aves & Associates, 
1,- John A. Cairns & Co. of Canada Grand Rapids, to handle its 
ad- nas been formed by John A. Cairns advertising. The 1949 program will 


& Co., New York. Joseph H. Smith, 
executive vice-president of the 
New York agency, is president of 
-he new firm. He will continue at 


sly New York headquarters. The 
has agency has maintained an office 
an at 1535 Sherbrooke St. W., Mont- 
4 real, for the past ten years. 

rk. 

di- Rapids-Standard Names Aves 
ing Rapids-Standard Co. Grand 


Rapids, Mich., material handling 


include industrial and trade publi- 
cation advertising, direct mail, 
special publications and catalogs. 


Names Frederick Ingalls 


Frederick Ingalls, formerly ad- 
vertising manager of Forest Lawn 
Co. and assistant manager of ad- 
vertising and sales promotion of 
General Petroleum Corp., Los 
Angeles, has been named an ac- 
count executive of Brisacher, 


Bakers Association 


Boosts Promotion 
Budget for 1949 


Cuicaco—The American Bakers 
Association last week doubled its 
sales promotion program, provid- 
ing for an estimated expenditure 
of $750,000 in 1949 and $1,500,000 
in 1950, ’51 and ’52. 

At its convention here, the 
baking group voted to spend the 


tising (supplementing that of 
individual baking firms), and at 
the same time increase the con- 
sumer education activity through 
the American Institute of Baking. 
A field merchandising service to 
assist individual bakers in plan- 
ning local advertising campaigns 
also will be set up. 

The advertising promotion will 
be split into two parts. One phase 
will boost bread, and the other 
will feature sweet goods. Some 
six magazines may be on the list 


equipment manufacturer, has| Wheeler & Staff, Los Angeles. 


majority of the funds in adver-|by 1950, and perhaps 18 by 1954, 


a magazine paper starts life as pulp . . . before the 
mill finishes it. 


The picture-book publisher needs an enamel finish for his 
halftones; the news-weekly — where pictures supplement 
words — finds a machine finish adequate. For the pub- 
lisher whose product is practically all words, an uncoated 
finish is fine. 


The vital thing, you see, is not what the mill does to the 
paper ... but what the publisher does with the paper. 


TAKE THE POPULAR FICTION GROUP 


Here are 25 monthly magazines — average age 18 years 
—all fiction, cover to cover: They cater to a first love for 
a good story —a liking for detective tales, adventure 
yarns — for romance, sports, mystery, westerns. Here, the 
time-proven attraction of specialized fiction has built up 
a following of 12,750,000 men and women . . . the fourth 
largest audience among all American magazines. 


FICTION IS A MIGHTY MAGNET 


Such is the power of a good story—common denominator 
for tired businessmen or factory worker, village farmer 


MONEY TO SPEND The bulk 
(6,050,000 men and women) of The 
Popular Fiction Group audience is 
in the middle or C socio-economic 
class. In the upper level 500,000 are 
in the prosperous A class, and 
1,350,000 are upper middle B class. 


These facts are taken from a 12,600 personal interview survey 
conducted by Stewart, Dougall & Associates. Like to see more? 


HALF-WOMAN AUDIENCE __ Yes, like 
the audience of most mass-circulation 
magazines, you can cut this 
12,750,000 Popular market in just 
about two equal parts — 53.7% male, 
46.3% female. 


or local housewife. For there is no relationship whatso- 
ever between the kind of paper a magazine is printed on 
and the kind of people who.read it... when it comes to 
selling merchandise. 


If you know who your customers are — and that’s good 
business today — study the facts on The Popular Fiction 
Group audience, and see if this market doesn’t parallel 
your own in sex, age, income, education, geographic and 
city-size breakdowns. ; 


SPECIAL MARKET REPORTS NOW READY 


Don’t let personal reading habits or bias close your eyes 
to this marketing opportunity. Send for the Stewart, 
Dougall National Audience Study, Starch Ratings or any 
of the special market reports for the drug, motion picture, 
candy, soft drink, cereal, flashlight battery or radio and 
television industries. You'll be surprised at how well your 
customers read the pulps. 


Incidentally, the use of pulp paper stock permits us to 
deliver these customers at a thrifty $1.20 per page per M 
guaranteed.* See your Popular representative today or 
write us for the whole story. 


*2,500,000 A.B.C. 


HIGH SCHOOL OR BETTER — 61.1% of 
The Popular Fiction Group readers 
have had a high school education or 
better . . . as compared to 39.1% of 
the nation as a whole. 


ow 


. . . magazines of Adventure, Romance, Mystery, 
Sports, Railroading, Detective and Western tales. 


205 EAST 42 STREET, NEW YORK 17,N. Y. © 333 N. MICHIGAN AVE., CHICAGO 1, ILL. © 427 WEST FIFTH ST., LOS ANGELES 13, CALIF. 
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with a network show also planned 
for the latter year. 

Harry W. Zinsmaster, chairman 
of the ABA, offered two reasons 
for the program: the untapped 
markets for baked goods un- 
covered by recent surveys, and the 
fact that many individual bakers 
are operating dangerously near 
the break-even point. 

Foote, Cone & Belding is the 
agency. 


Ward Elects Officers 


R. Arnold Jackson, general sales 
manager of Ward Baking Co., 
New York, has been elected a 
vice-president of the company. 
Theodore C. Streibert, president 
of WOR, New York, and John H. 
Hosch Jr., vice-president of J. 
Walter Thompson Co., New York, 
have been elected directors of the 
company. 


Eversole Joins Dowd 


A. C. Eversole, formerly with 
Surface Combustion Corp., has 
joined Charles F. Dowd, Inc., To- 
ledo. He will continue to handle 
the industrial division advertising 
of Surface Combustion. 


——a— 
HOW 


YOU 


CAN 


INCREASE YOUR SALES 14.6 % ** 
THROUGH THE USE OF 


Arthraft 
DEALER 
SIGNS 


Send today for literature on 
“How to Set Up a Successful 
Dealer Sign Program” and “How 
to Make Your National Adver- 
tising 5 Times as Effective”. No 
obligation. 


For over a quarter century 
Artkraft* has regularly served 
leading merchandisers, including 
Red & White,Food Stores, West- 
inghouse, Western Auto, Frigid- 
aire, Delco-Heat, Shell, A & P, 
Pittsburgh Paints, Lowe Brothers 
Paints, Dupont, General Electric, 
and many others with better 
signs. 


CERTIFIED AUDITED 
RECORDS SHOW 


Arthraft* SIGNS 
TO BE 
999/1000 PERFECT 
OVER A PERIOD 
OF YEARS 
Arthraft” SIGN COMPANY 
Division of Artkraft* 
Manufacturing Corp. 


900 KIBBY ST., LIMA, OHIO, U.S.A. 


Artiraft’ SIGN COMPANY 


Division of Artkraft* 
Manufacturing Corp. 


| 

| 

| 

900 KIBBY ST., LIMA, OHIO, U.S.A. 
| ( ) Please send, without obligation, details 
| 
| 
| 
| 
| 
| 


on Artkraft® signs and instructions on 
how to set up a successful dealer sign 
program. 
( ) We are interested in a quantity of out- 
door deale 5. 
( ) We are interested in a quantity of Porcel- 
M-Bos'd store front signs. 


Tr neon sign 
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QUALITY PRODUCTS 
FOR OVER A QUARTER CENTURY 


*Trademark Reg. U.S. Pat. Off. 
**Proved by Actual Audited 
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Labor's Vote Gets Credit 
in Presidential Battle 


WASHINGTON—Though Truman 
won without major industrial 
states, politicos no longer pooh- 
pooh Labor’s political potency—as 
they did after the 1946 congres- 
sional elections. 

A CIO recount shows 120 con- 
gressmen who voted to override 
the veto of the Taft-Hartley Act 
beaten or retired. With pinpoint 
accuracy, more than half the Re- 
publicans on the House Labor com- 
mittee were ousted and every 
Democrat brought safely through. 
Six of the 15 Republicans on the 
House banking and currency com- 
mittee—handling housing and anti- 
inflation legislation—were elimi- 
nated. 

Though Dewey carried Pennsyl- 
vania, New York, Indiana, New 
Jersey and Michigan, Labor claims 
it was instrumental in picking up 
12, 9, 6, 4 and 3 House seats, res- 
pectively, from these states for 
Democrats. It puffs its role in Illi- 
nois and Ohio, where eight House 
seats were acquired in each; in 
Missouri, with 10 seats, and Wis- 
consin, with 3. 

With Dewey holding key in- 
dustrial states, post mortems show 
Truman would not have won with- 
out traditionally Republican farm 
states. Alibis blame the indecisive 
Dewey stand on parity; fear that 
GOP would hurt co-ops; astonish- 
ment over GOP cutbacks in re- 
clamation. Most important, how- 
ever, was whistle stop campaign- 
ing—a case of over-the-counter 
merchandising by Truman consis- 
tently outselling blue sky institu- 
tional copy of the GOP. 

** 

For New Dealers, the cup run- 
neth over. A few days ago they 
were nervously worrying about 
a means of support outside federal 
service. Overnight they have re- 
gained traditional fervor. At their 
desks bright and early, they are 
ready to take up right where they 
left off in November 1946, when 
Republicans captured Congress. 

In a brief stop-over enroute to 


17 STATES 


$1,062,741,000 
SALES MANAGEMENT 
ESTIMATE—1947 


BUFFALO 


AND THE 
8 COUNTIES 


BEST COVERED BY THE 


fel Spr 


Western New York's Only 
Morning and Sunday Newspaper 


Representatives: 


OSBORN, SCOLARO, MEEKER & CO. 


By STANLEY E. COHEN, Washington Editor 


Key West, President Truman or- 
dered agencies and bureaus cir- 
cularized for the “must” list being 
compiled for the 8lst Congress. 
First known project is a defici- 
ency bill undoing cutbacks in the 


reclamation program. A labor law 
to replace Taft-Hartley, broader 
social security, housing, aid to edu- 
cation, and higher federal salaries 
are widely supported. 

Even Republican leader Joe 
Martin expects an extended hon- 
eymoon for New Deal proposals in 
the light of the President’s clear 
victory over the 80th Congress. But 
mishandling of the southern bolt- 
ers, and particularly of the civil 
rights issue, could immensely en- 
danger many other New Deal mat- 


ters which would otherwise glide 


easily onto the statute books. 
* ¢ & 

With election over, and New 
Dealers safely assured continued 
employment, Washington mer- 
chants cheerfully hope for a merry 
Christmas. Dewey’s defeat nipped 
a minor boom in desirable residen- 
tial buying and selling, and averted 
a real crisis in office space. New 
Dealers were already searching for 
‘space for “if and when,” and 
Dewey camp-followers hopefully 
opening “law offices” probably 
would have had to double up. Ac- 
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cording to Charles J. Bauer, sec- 
retary of the Building Owners and 
Managers Association, vacancy 
rates for 50 of the best office 
buildings are averaging less than 
one half of one per cent. 
* ¢ ¢ 

First government “polling” oper- 
ation to be caught in the backlasl 
of the Roper-Gallup-Crossley de- 
bacle is Paul Hoffman’s Office oi 
Economic Cooperation, whict 
wants to find out how many west- 
ern Europeans understand the ben- 
efits they are getting from the 


ee eae Se a 


Capper’s Farmer 


National Average 


Subscribers 


Automobiles per 1000 Farms* 


*Study financed by Capper’s Farmer; figures compiled solely 


by U. S. Census Bureau. 
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Inited States through the Marsh- 
ll Plan. Information Director 
jryan Houston, remembering his 
yperating procedure while execu- 
ive vice-president and general 
ales manager of Pepsi-Cola, pro- 
yosed to spend $50,000 with over- 
eas Gallup and Crossley organi- 
vations for his market study in 
1alf a dozen nations. 
* * &€ 
G. I. influence on the college 


campus is down considerably this 
year, but correspondence schools 


are still doing nicely from the G. I. 


bill, thank you. Veterans Admini- 
stration is currently helping 173,- 
000 ex-G.I.s taking correspon- 
dence courses. Of these, one out 
of eight are enrolled in business 
courses. Radio and other forms of 
communications attract the larg- 
est number—45,386; engineering 
follows with 36,343, and business 
courses place third with 20,755, ac- 
cording to a 10% sample of enroll- 
ments. The remainder are widely 
spread, including 2,356 studying 
journalism by mail (they don’t 
know when they are well off). 


Erwin, Wasey of Minn. 


Gets Seven New Accounts 

Erwin, Wasey & Co. of Minne- 
sota, Minneapolis, has been ap- 
oointed to handle the advertising of | 
Aladdin Laboratories, Inc., Min-| 
neapolis, manufacturer of the | 
Jon-E hand warmer; Speedy Mfg. 
Co., Sioux Falls, S. D., manufac- 
turer of Speedy weed and insect 
sprayer; Speedy Sales Co., Min- 
napolis, distributor of motorized 
garden sprayers, leaf rakes, culti- 
vators and agricultural imple- 
ments. 

In addition, the agency has been 


named by Maple Island Farm, Inc., 


Stillwater, Minn., dairy products; 


Inland Products Corp., Minnea- 
polis, distributor of agricultural 
|and industrial implements; Sodak 
|Mfg. Co., Sioux Falls, manufacturer 
of specialized weed and _ insect 
sprayers, and Woodard-Scroggs, 


|Inc., Sioux Falls and Minneapolis, 


manufacturer of agricultural feed 
concentrate. 


Names Woolf & Elotson 


Leatherneck, the magazine of the 
United States Marines, Washing- 
ton, D. C., has named Woolf & 
Elofson, Inc., as its national adver- 
tising sales representative. 


. of the 


ig 10 


‘Gort en TAGES! 


Today's farmer moves on wheels. To judge the 
prosperity of a farm family, you ask, ‘“‘Do you 
own an automobile? A truck? A tractor?” 


These are the very questions the U. S. Cen- 


sus asked recently—not only of Capper’s 
Farmer subscribers, but of farm families in 
general. And here are the results of this im- 
partial Census Study:* 


AUTOMOBILES per 1000 Farms 
Capper’s Farmer subscribers 1,226 
National Average 709 


TRUCKS per 1000 Farms 
Capper’s Farmer subscribers 354 
National Average 254 


TRACTORS per 1000 Farms 
Capper’s Farmer subscribers 902 
National Average 413 


(Complete Census Study available on request. 
Write Capper’s Farmer.) 


No doubt about it. Capper’s Farmer reaches 
the leading farm families of Mid-America— 
the quality families—the families with more 
buying power! 


And Quality Circulation is only one of the 
BIG 10 Capper’s Farmer advantages... 


in America. 


the world. 


3.Best coverage buy. 
4. Quality circulation. 


5.No mass small-town 


circulation. 


6.Farm-tested editorial 


material. 


7.Reader confidence. 


CAPPER’S FARMER’S BIG TEN 


1.Largest rural publisher 


2.Richest farm market in 


8.Merchandised editorial 
content. 


9.Market dominated 
by farmers. 


10. Most quoted farm magazine. 


only OL 


Topeka, Kansas 


37 


BMB Will Revise Its ; 
Radio Families Data ee. 


“Radio Families U.S. A.—1948,” , 
in which the Broadcast Measure- 
ment Bureau lists families, per- 
centage of radio ownership and ra- 
dio families, will be revised as of 
January, 1948, the bureau has an- 
nounced in New York. 

The updated figures will be 
based on the U. S. Census Bureau’s 
revised estimates of state popula- 
tions and will be available for 
use in Study No. 2—BMB’s second 
nationwide survey—next March. 
BMB has asked all radio stations, 
including non-subscribers, to sub- 
mit recent community figures 
which might be of assistance in 
reevaluating county and city data. 


WOIC Names Hardesty 


John F. Hardesty has been ap- 
pointed director of special events, 
publicity and sales promotion for 
television Station WOIC, Wash- 
ington. Formerly sales promotion 
and publicity director for WOL, 
Washington, he will assume his 
new position on Dec. 1. WOIC is 
due on the air Jan. 15, 1949. 


TIGHT 
Markets 
Loosen Up... 


When you increase sales 
pressure and broaden 
your audience for prod- 
uct information. 


INDUSTRIAL EQUIP- 
MENT NEWS does this 
job for you. It helps you 
gain more selling power 
for fewer advertising 
dollars. 


It enables you to tell your 
factual product story to 
a compact, controlled 
audience of 52,527 Op- 
erating, Production and 
Purchasing Men in the 
larger plants which 
dominate all industrial 
buying. 


You can cultivate the bil- 
lion dollar market of 
American Industry for 
peanuts. It costs only 
$1,330 for 12 opportu- 
nities to tell your com- 
plete factual product 
story. 


The “I EN Plan” has sug- 
gestions for doing a 
complete job. Many have 
found it an eye-opener 
for low cost, effective 
advertising to industry. 
Your budget deserves a 


copy. 


INDUSTRIAL EQUIPMENT NEWS 


Thomas Publishing Co. 

461 Eighth Ave., New York 1, N.Y. 
BOSTON * CHICAGO * CLEVELAND 
DETROIT * LOS ANGELES 
PHILADELPHIA * PITTSBURGH 
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Chicago's Future 
Bright, Survey 
by Bank Reports 


Cutcaco—The record of the war 
and postwar years speaks well for 
Chicago’s long-run future indus- 
trial and commercial position in 
the national economy, the Federal 
Reserve Bank of Chicago con- 
cludes in a new study of employ- 
ment, production and income in 
this industrial area. 

With an extended period of 
general prosperity, the federal 
bank’s research department says, 
the area’s industrial diversifica- 
tion and many natural advantages 
may combine as the most im- 
portant factor in Chicago’s future 
growth. 

“With the center of population 
moving westward, an industrial 
area which combines skilled labor 
in practically every industry, 
industrial ‘know-how,’ proximity 
to market, and unexcelled facilities 
for shipping goods and assembling 
raw materials seems certain of 
future development in a growing 
national economy,” the bank 
reports. “Add centralized research 
facilities and specialized industrial 
services to this list of advantages 
and the reasons why a greater 
volume of industrial facilities has 
been built in the Chicago area 
since 1940 than in any other 
industrial area of the nation be- 
come evident.” 


ws While spectacular growth pe- 
riods are not likely to be repeated, 
the study says Chicago (the 
industrial area includes Cook, 
Du Page, Kane, Lake and Will 
counties in Illinois and Lake 
County, Ind.) probably will con- 
tinue to produce a wide range of 
capital goods for industries ‘and 
farms; will continue to produce a 
large line of consumer goods of 
both durable and non-durable 
kinds, and should expand its 
financial, trading and other service 
facilities. 

Because of favorable conditions 
regarding raw materials and 
markets, the report declares, “local 
business firms probably face less 
disruption than those in several 
other areas from legal decisions, 
such as basing point ruling and 
freight rate policy, affecting the 


-DEALERS 
SAY 


PRESSURE-SENSITIVE 


POINT- OF - PURCHASE ADHESIVES 


Dealers go all out for posters that are 
Kleen-Stik gummed. They like the fast, 
clean and effective way Kleen-Stik 
works. They know that Kleen-Stik post- 
ers will come down clean without a 
razor blade. No glue or tacks or messy 
stickers to ruin fixtures . . . no drooping, 
no sagging. Kleen-Stik holds fast to any 


Available through any 
printer or lithographer 


KLEEN-STIK PRODUCTS, Inc> 


2611 S Indiana Ave. Chicago 164, 


structural framework of industrial 
pricing and marketing in the years 
ahead.” It points out, however, 
that while the longer-run result 
of discarding basing point pricing 
promises to be further concen- 
tration of industry in key centers, 
national defense considerations 
“could become a dominant factor 
in the opposite direction.” 
General business prospects for 
the period immediately ahead are 
favorable, measured in terms of 
aggregate employment and sales, 
it is said, but it must be remem- 
bered that “the principal sources 


individual business fields here, 
the researchers point out, and a 
spreading of this condition can be 
expected. 


s The area’s local business struc- 
ture seems likely to enable it to 
retain somewhat longer than the 
average the economic “carryover” 
from the war, and to benefit as 
rapidly as most other areas from 
future improvements in general 
business conditions, the study says. 

Measured in terms of employ- 
ment, six major industry groups 
in Chicago have increased since 


of sustaining strength are in large | 1939 at a faster rate than the gain 


measure dependent upon expanded 


experienced by the area’s manu- 


government expenditures and con- | facturing as a whole. These include 


siderable over-all credit expan- | electrical 


sion.” 


machinery, equipment 
and supplies; non-electrical ma- 


Serious readjustments are al- chinery; transportation equipment, 


ready being made 


in many including automobiles, parts and 
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accessories; nonferrous metals and 
their products; chemicals and 
allied products; and stone, clay 
land glass products. Six other 
;groups have maintained their 
relative importance while the 
three remaining groups, though 
expanding employment in absolute 
terms, have declined in importance 
when compared with the area’s 
over-all manufacturing growth. 
These are textiles and apparel; 
food and kindred products, and 
printing and publishing. 

The food and printing industries 
are cited as examples of industries 
which have expanded but whose 
growth is not as spectacular as 
that of other groups. Employment 
in food industries went up 32% 
over the 1939-48 period, and in 
printing gained 34%, but “the 
relative importance of these in- 


dustries declined because their 
increase percentagewise was less 
than that recorded by manufac- 
turing employment as a whole, 
which went up by 67%.” 

The present study is the first 
of a series which is to cover 
the principal industrial areas of 
the seventh Federal Reserve dis- 
trict, comprising most of Illinois, 
Indiana, Michigan and Wisconsin, 
and all of Iowa. 


Marks 27th Anniversary 


The Peanut Journal & Nut 
World, Suffolk, Va., is celebrating 
its 27th anniversary with the No- 
vember issue, the largest in its 
history. It will be a pre-convention 
issue of the National Association 
of Popcorn Distributors and Man- 
ufacturers meeting to be held at 
“_— Hotel, Chicago, Dec. 


You cant run a contest without rules / 


Ours ore simple and easy to follow 


1. Forty-two ABP awards are given each year to 
those advertisers who make the most effective use 
of their space in business papers. Each entry is 
judged from the standpoint of (a) establishment of 
valid and adequate objectives, supported by (b) 
convincing, informative copy, 
evidence that the campaign attained its objectives. 
Entries may be submitted by advertisers or their 
agencies. Media advertising and an agency’s own 


advertising are not eligible. 


2. Each entry must consist of three advertisements, 
typical of an entire campaign, which have appeared 
in business papers during the calendar year 1948. 


3. Each entry must be classified as to the division 
in which the advertiser desires to compete. (All seven 
divisions are clearly defined in the column on the 


opposite page.) 


4. Each entry must be accompanied by a brief 
statement on the advertiser’s or agency’s letterhead, 
stating (a) the objective of each advertisement, 
(b) reasonable evidence of results in relation to the 
objective, and (c) a list of publications in which the 


advertisements appeared. 


5. Entries must be kept simple. Each advertisement 
must be individually mounted on approximately 
60 lb. cover stock with 1” margin all around. Any 
entries unmounted or over size will be disqualified. 
Please refrain from ornate or lavish presentations. 
A simple clip or tie arrangement may be used to 
distinguish separate campaigns. 


6. Awards will consist of certificates of merit for the 
forty-two business paper campaigns of 1948 which, 
in the opinion of the judges, are most outstanding. 
Seven sterling silver plaque awards, one in each 
division, may be made at the discretion of the 
judges, to outstanding certificate winners. 


7. The judges will be leading men in their fields, 
qualified to pass on the merits of entries. Their 
decisions are final and include the right not to grant 


an award in any division. 


8. Awartis will be made at a special presentation 
meeting on April 30th. Entries must be postmarked 
not later than midnight, January 31, 1949. Address 
entries to Contest Committee. 


and (c) specific 


Have You Read It Yet? 


Like all ABP ‘“‘promotion,”’ Copy THaT CLicks has only one 
purpose—to help you do a more effective job of business paper 
advertising. It doesn’t pretend to spell out the final word on the 
subject, nor does it lay claim to any unsupported theories. But 
it does offer you a collection of ‘‘success stories,”” and an honest 
appraisal of the objectives and techniques that made these 
advertisements click with readers. 


One advertising journal calls it ‘‘one of the most helpful books 
on advertising ever published,”’ and several agencies have 
made it required reading for all their copywriters and account 
men. If you haven't read it yet, the coupon on the opposite page 
will bring your copy by return mail, compliments of ABP. 


Partial list 
of contents 


When to go after inquir- 
ies, and when not to. 


Long copy versus short. 


How to advertise when 
you “have nothing to 
sell.” 


High readership versus 
the highly selective ap- 
peal. 


Helping your 
solve a problem. 


What your dealers want 
to know. 


Four basic steps in cre- 
ating Copy THAT CLICKS 
with readers. 


readers 
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Western Air Lines 
Ad Series Promotes 
Palm Springs Resort 


Los ANGELES—Western Air Lines, 
which resumed service this month 
to the California desert resort, 
Palm Springs, will use a news- 
paper and regional magazine 
“sunspot” campaign to build traf- 
fic to the area. 

Special Palm Springs advertise- 
ments are scheduled to run in 28 
newspapers, 23 of which are lo- 
cated in the airline’s coastal di- 
vision between San Diego and Se- 
attle-Tacoma. Additional copy, 
supporting the resort’s own pro- 
motional activities, is to appear in 
Fortnight, Script and Sunset. 


Western Air Lines, which will 
operate twice-daily schedules to 
the resort, also will use an inten- 
sive sales program aimed at travel 
agents and the sales forces of con- 
necting lines. 


Weintraub Names Cross 

Christopher Cross, formerly with 
the United Nations, has been 
appointed publicity director of 
William Weintraub & Co., New 
York. Prior to his association with 
the UN, Mr. Cross was North 
American public relations direc- 
tor of the British Broadcasting 
Corp., in New York. 


Comet Rice Promotes Simon 


Neil D. Simon, general manager, 
has been promoted to vice-presi- 
dent and general manager of 
Comet Rice Mills, Beaumont, Tex. 


Bendix Plans English Drive 


Bendix Home Appliances Ltd., 
London, which recently introduced 
the Bendix automatic washer in 
London, plans to launch a cam- 
paign using 60 ads in 20 magazines. 
The magazine schedule includes: 
Britannia & Eve, Everywoman, 
Good Housekeeping, Homes & Gar- 
dens, Housewife, Ideal Home, Lady, 
Modern Woman, Mother & Home, 
My Home, Scotland’s Magazine, 
Weldon’s Ladies Journal, Woman, 
Woman & Home, Woman’s Illus- 
trated, Woman’s Journal, Woman’s 
Magazine, Woman’s Own, Women’s 
Pictorial, and Woman’s Weekly. 


Joins Garden City Envelope 

- Lawrence E. Abt, formerly with 
Bear Stearns & Co., Chicago, has 
joined the sales and merchandising 
executive staff of Garden City En- 
velope Co., Chicago. 


Atwood Coffee Gets 
Twin Cities Drive 

MINNEAPOLIS — Atwood Coffee 
Co. is stepping up its advertising 
in the Upper Midwest territory 
with a large full-page advertising 
schedule in the Twin Cities area 
featuring the “new” Atwood cof- 
fee. Using testimonial technique, 
insertions feature plugs by “Blue 
Ribbon” cooks: and a board of 
“experts” comprising five news 
writers on Minneapolis and St. 
Paul papers. 

The campaign, set up for a year, 
is one of Atwood’s most ambitious 
coffee promotions in its territory, 
which includes Minnesota, Wiscon- 
sin and North and South Dakota. 
Present plans, however, call for 


compeélilion is now open! 


You may win one (or more) of the 42 awards—but 
be sure to send in your entries before Jan. 31, 1949! 


Enter each of your campaigns 
in one of these divisions: 


DIVISION 1. Advertising of Operating and 
Maintenance Parts and Materials. (Oils, greases, 
cleaning compounds, repair parts, transmission 
belts, etc.) 


DIVISION 2. Advertising of Fabricating Parts 
and Materials, Containers and Packaging Sup- 
plies. (Metal stampings, molded plastic, bear- 
ings, gears, steel sheets, tubes, fabrics, wrapping 
materials, cans, boxes, paper, aluminum foil, 
etc.) 


DIVISION 3. Advertising of Machinery and 
Equipment. (Machine Tools, motors, instru- 
ments, material handling equipment, hand tools, 
etc.) 


DIVISION 4. Advertising of Primary and Proc- 
ess Materials. (Wood pulp, chemicals, hides, 
wool, food products, flour, shortenings, plastics, 
etc.) 


DIVISION 5. Advertising of Construction and 
Engineering Materials. (Fabricated steel, lum- 
ber, bricks, roofing, siding, cement, paint, 
hardware, etc.) 


DIVISION G6. Advertising of Merchandise for 
Re-sale, addressed to dealers and jobbers. 
(Housewares, clothing, drugs, hardware, jewelry, 
shoes, glassware, furniture, etc.) 


DIVISION 7. Institutional Advertising, Adver- 
tising of Services, and Group Advertising. 
(Transportation facilities, trade associations, 
group advertising, etc. of a general nature, not 
covered by the preceding classifications.) 


With the return of competition, advertising in general has rolled 
up its sleeves during the past year—and the business press has 
carried some of the best of it. Including (we hope) some of yours. 


If you agree, tell us now—via the coupon below—how many 


campaigns you plan to enter in ABP’s 7th annual contest. And 
incidentally, in preparing your entries, it might pay you to re-read 
some of the case-histories in COPY THAT CLICKS. If you haven’t 
received your copy, we’ll be glad to send you one by return mail. 
Simply indicate your request in the coupon, and mail it today. 


April 30th. 


THE ASSOCIATED 
BUSINESS PAPERS 


205 East 42nd Street, New York 17, N.Y. 


An association of 136 independently owned and operated business papers. 
Membership is confined to business papers entered under second class 
postage and audited by the Audit Bureau of Circulations. Members of ABP 
subscribe to a code of high editorial, advertising and circulation standards, 
and pledge themselves to deliver publications worthy of the subscriber's 
money and the advertiser's investment. 


Gentlemen: 


I plan to enter (state number) 


or more campaigns in 


your 7th annual advertising contest. 


Check here(jif you 
would like to receive a 
copy of ABP’s new book 


COMPANY. ........... wrose PTTTTT ie corocveces 


“Copy THAT CLICKS.” ADDRESS ...,..... Reet ee es Se ae 


Contest closes January 31, 1949; winners to be announced 


testing the current campaign only 
in Minnesota, particularly the 
Twin Cities area. 

The agency, Campbell-Mithun, 
is employing its tested “combina- 
tion techniques in advertising,” 
which includes editorial, testimon- 
ial, recipe and product-in-use copy 
and art. Advertisements are 
headed up “Here’s the NEW At- 
wood’s coffee—it’s two ways bet- 
ter. 1. Richer-flavored; 2. Golden- 
roasted.” 

Spot radio over four Twin Cities 
stations, WCCO, KSTP, WTCN and 
WLOL, are used, as are newspaper 
insertions in the Minneapolis Star 
and Tribune and St. Paul Dispatch 
and Pioneer Press. 

Tie-in reprints of advertise- 
ments, point-of-sale pieces, free 
mats for local advertisements and 
mass displays will all be featured. 


NRHA Issues 1949 Guide 


The National Retail Hardware 
Association, Indianapolis, has pub- 
lished its 1948 Promotion Guide and 
Merchandising Calendar, which is 
the planning book for the associa- 
tion’s newspaper advertising and 
window display service. 


Opens Philadelphia Branch 


John Miller Advertising Agency, 
Norristown, Pa., has opened a 
Philadelphia service office at 121 
Broad St., with Gerald F. Se- 
linger, formerly advertising and 
sales promotion manager of Muh- 
lenberg Press, as manager. 


Two Join Parkin Agency 


Edward E. Dissell and Doris Gil- 
bert have joined Edwin Parkin Ad- 
vertising, New York, as art direc- 
tor and media director, respec- 
tively. 


When 


you forget and bring a 
stranger home 
for dinner... 


on the night of 


Mister, that’s 
|” Your Worry! 


But your 
office peaks and OVERLOADS 


in TABULATING 
in TYPING 
in TRANSCRIBING 


... those, sir, are Our Worries! 


When regularly, or unexpectedly,they 
ask you to sift and unravel another 
priceless audit of opinion, a questionnaire 
about products or advertising or ac- 
ceptance or likes or beliefs or their 
opposites ... 


....no matter where you are located 
... don’t hold up office routine or scat- 
ter it to hellengone.... but callus..... 


Call or write us. We'll come to see you 
or send complete explanatory informa- 
tion. We'll pick up your data, or you 
fly or ship it fast... . and we'll send 
back the completed, usable, helpful 
punched card tabulations . . or typing 
-otteevess when you 


“<ggomunan 


The nation's foremost office overload service 
WORKMAN SERVICE, INC. 
109 N. Wabash Ave., Chicago 2, Ill. 
Other office locations: 
New York City * Los Angeles 
Minneapolis ¢ Seattle 
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ORE and more advertisers 
are finding that Sports Afield’s 
famous Spend-o-crat* market 
represents the most responsive 

audience of men available today. 


ERS OFA MILLION , e 


se 


*A sportsman with an appreciation of the finer 
things of life — and the leisure and means to 
enjoy them. 


For instance, a recent survey shows that Spend- 
o-crats are 533% better prospects for boats and 
boating equipment than non-sportsmen. 
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Tests in the South Bend market produce swift and sure 
results. You can use these results with confidence in 6ther 
markets— because this market is typical. So typical, in fact, 
that the U.S. Government chooses it for important tests 
and studies. Want to get all the facts about “Test Town, 
U.S.A.”? Write for your free copy of market data book. 


South Pend 
— Tribune © 
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IND. 


STORY, BROOKS & FINLEY, INC. 


Advertising Age, November 15, 194: 


General Foods Promotes 3 


Robert H. Davidson, formerly 
assistant to the marketing vice- 
president of General Foods Corp., 
New York, has been appointed 
advertising assistant in the com- 
pany’s Jell-O division. James A. 
Shellenberger, former sales train- 
ing specialist in the GF sales 
division, succeeds Mr. Davidson. 
Robert H. Richelson, former editor 
of the sales division’s publication 
“Salesviews,” succeeds Mr. Shell- 
enberger. 


Launches Lamp Campaign 

Bayberry Lamps, Inc., New York, 
has launched a campaign in trade 
publications and magazines to pro- 
mote its colonial reproductions of 
solid brass, tarnish-proof lamps. 
Direct mail also is being used. Cri- 
terion Graphic Corp., New York, 
is the agency. 


LeVally Boosts Mitchell 

Sterling Mitchell, research direc- 
tor of LeVally, Inc., Chicago, has 
been named assistant to the 
president. 
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@ It’s the action Editors hope readers will tdke when they read thei ams 
editorial articles... the action necessary to put the editorial ideas 
to practical use. 

@ It’s the action Advertisers hope readers will take when they read 
their advertising ... action to secure more complete information... 
»to put to work the services or products offered. 


| : | THERE’S HIGH READES 
: _ Where ‘there's: highy reader interest, yo We. 

follows, as night the “day when key men 
them how to émprove theit ee 
to ‘do something about it” 
gives that kind of édicorial : service . 


“DIFFERENT” 

EDITORIAL 
FORMULA Conversely... 
THAT 


BUILDS 


“ MEADE ACTOS 


C. H. Thomas Charles H. Oestmann 


CLEVELAND 15, 812 Hippodrome Bidg., Main 0412, Harris N. Pickett . 
ROCHESTER 12, 169 Montclair Dr., Charlotte 3315-W, James W. Connell . 


ft WEST COAST . . . BOB WETTSTEIN — LOS ANGELES 13, 816 W. Fifth St., Tucker 2779 
SAN FRANCISCO 8, 240 Stockton St., Yukon 6-2522 * PORTLAND 13, 3325 NE Maywood, Garfield 1903 « 


. that you'c n't keep such men from 
. And the” of these publ gies 

.. nee ‘different editorial formula <p" 
the five elements of Breadth, Pertingtic¥) Timeliness, Brevity, Adequagfam fon awhhich 
builds a high intensity of reader interest that must express itself in READER” ACTION. 
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Y 
you can’t expect to get READER ACTION where reader interest is“low. 


Puarman 7g Co. 


weeeesevesescssesseseeseseses%737 NORTH MICHIGAN AVE., CHICAGO 11, WHitehall 5977 
Cc. B. Carter 
NEW YORK 17, 12 East 41st St., Murray Hill 4-7917, Kenneth S. Kaull, Nathaniel Beck, John F. Hyde, Charles J. Stillman 
DETROIT 19, 18482 Coyle, Vermont 6-3244, Frank E. Landry 
DALLAS 1, 1000 Main St., Riverside 5625, Edward M. Buck 
SEATTLE 1, 709 Seaboard Bidg., Seneca 6765 
* Breadth of Editorial (BE;) Pertinency of Content (PC2) Timeliness of Content (TCx) Brevity of Writing (BW:) Adequacy of information (Als) 


Pepperell Offers 
Prizes for Best 
Retailer Displays 


Boston—In one of the bigges 
contests of its kind sponsored b 
a manufacturer of branded sheet: 
Pepperell Mfg. Co. has announce 
a display contest for its retailer 
throughout. the country, wit! 
prizes to be shared by domestic 
buyers and display managers o 
the winning stores. 

The contest will run throug! 
January, when sheet sales cus 
tomarily hit the best levels of th: 
year. It is open to all retail outlet 
which sell any or all of Pepperell’ 
four grades of sheets, with winners 
to be selected on the basis of 
photographs showing both window 
and interior displays. Bonuses wil! 
go to those winners whose entries 
feature the top-grade Peeress 
sheets. Prizes will total $1,950, 
with $500 and a possible $100 
bonus going to the first-place 
winner. 

Plenty of display material will 
be offered dealers, and _ the 
January “white sale’ promotions 
will be backed by national mag- 
azine advertisements featuring the 
Pepperell line of sheets and cases. 

Pepperell’s current “News Sheet” 
to department stores and others 
in the trade leads off with a plea 
to stores not to cut prices dras- 
tically in white sales next January. 
Pepperell says that many retailers 
don’t think drastic cuts necessary. 

“Modest reductions in prices on 
nationally advertised products, 
properly promoted to the con- 
sumer through local newspaper 
advertising and display, are felt 
to be the logical answer, and it is 
believed that the increased volume 
of sales brought about by such 
practice would more than offset 
the small _ price’ differential 
granted,” the company declares. 


Columbia Starts 2nd 
LP Record Campaign 


Columbia Records, Bridgeport, 
Conn., broke its second series of 
full-page magazine  advertise- 
ments for the new long playing 
discs Nov. 15 in Life. Other 
magazines to be used this month 
and next are Look, Newsweek, 
The New Yorker, The Saturday 
Evening Post and Time. McCann- 
Erickson, New York, is the agency. 

Martin D. Schnall, production 
control manager at the Bridgeport 
plant of Columbia, has _ been 
appointed assistant manager of the 
transcription department. 


East-Midwest Video Link 
Will Be Ready Jan. 12 


American Telephone & Tele- 
graph Co., New York, expects to 
have the coaxial cable between 
New York and Chicago ready fo: 
use of telecasters by Jan. 12. As 
of this date programs now carried 
on tne Boston to Richmond hookur 
may be transmitted to stations on 
the St. Louis to Milwaukee circuit 

The new cable was constructec 
at a cost of approximatel) 
$12,500,000. 


Names Toussaint 


M. A. Toussaint, Conlon divi- 
sion assistant to the president, 
Conlon-Moore Corp., Chicago, has 
been named chairman of the ironer 
division of the American Washer 
and Ironer Manufacturers As- 
sociation. 


remember 
Business 
Associates! 


3 
o => 
a7 s 


re 


wee ae Steeler ee _ : ified S ee. eee eet a ae ; eer og tiie. a pee i ee ae 
il 7 ies) cae eo al ee, 7 ae eis ee Le Ges, =e ten deca a ee ai er i ici ha e Wee raat iaiaad nL ap ee eee 
_ ~ ee Adw 
m= RESULTS YOU CAN COUNT ON |= po / 
| ° 
w 
et ~ 
i = => . 
A 
: : D 
Uni 
ver 
, - {or 
2 core 
: ; = }oa 
ees he. % 
: ~ ; a a F 
2 FT © citie 
é é . —_ . : t ili 
| Sx yy St. 
. ; . - -s Chi 
. a Ma r > 
F - 7 ' he <= min 
, : 4 R een ott fm; fn for 
.< = ) i= wie a a mor 
: -iz SS = Q : L 
j <a >) St. . 
: 12% 
% eC | 
: eee agai 
2 : ee | 
. ema aren a alk os PRU td, ta SERIA. TPO eee 
Fact Pa ee de. att es Ay S25? oe tex a ae ‘ St io 
T Be & & E A. ~ m 4 a hs i <a ’ : : . i? 4 ‘ - * 7? : J ia ig ‘. ‘ 
; 4 ¢ ana "ee a 2: 
eo i ee ; 
my r ; a ae ; : 
_ MAGA ZENES 
ke ix, ae 
; < ~~" . \ OF oa ail 
es as v ‘cs 
‘ Et at) ° P ge ot * “7 sale 
‘i Peel SP eae £. f rag ah. ere - was 
a oe J BF be ve : As 9 - a\ . . . it ; Roc 
: > Bt. 4! SPE ae gee : e* \@g * 
— ba Bet : Myf AES Sal a ’ ae en a were — 
E S vi: t + - - \ ta ". Oo: ee Foe for 
: hy ae Ag aaite cate Sega eee Cid is 5 “ ‘Se, _ : eds ee 4 
am P. . , J % = at UR ‘5 iy eae Sh 3: . —, o ae he ¢ . ; ora 
4 on gs sont — 8 =o alias ney Aug 
e. ‘ cs wetecs! Serer 4 Po ore "' 3 oe 4 me: Amo 
ao Cee. «= ee. COR... rt 8 fe (inn 
m * i: ee, gre ite — 2 er ae) i a ee 
“ ; Af oe ee Se, < ia’ 2 aia Or 
i : Was. oe a VW eh ae — - fom. eS nol 
7 ee =, ¥ x 1 ‘Breer : < i mo he — ia Be 2. * z 
% . : ai as 4 ee, i en \% » i Zz me or . oe tote 
soe os ee ‘ ene et at os, ee A i Pig : 
3 rs = A wna oo +a ue ase ee Su . Ae stoc 
aan Pasay . > Ae. Ne = Fe 
aS el ein 7: ad hose ai Mares nate UNI 
, ~ gee ee Seer ier : , ae t 
nie _ ‘Ed : ae ea Se — 
: Ae =e What is READER ACTION? ; 
ore : y * a % : ‘ x 1 
Na oe . tae Pa New 
es ; Fae . itd = 3 Ni 
Ss Pak. e ‘ , é Bi 
ae Spent aX a +e P N 
=hy ° ae a RE i ne $3 
a RE ae Phil 
ie ie TE oe P 
= ’ oe = 4a ™ i okt . Clev 
; : oe ea A 
a! : r ie ae Ci 
Ney a Bg Cl 
Ee INTEREST..u° n 
ti we , P 
Rese . a >s 
a EADER ACTION... Fomaitue Riel 
Pee Hig Pea + W 
se il fo vertisin a ae B 
‘ ’ Ath 
2 | ee 
aes 
=o / rt 
age 
oe GG  —_ 
ae ; a 
% Ww. mo 
ie 
es ee (= 
oe i ° € us, a an 
on , with OVS 
‘ . 4% 
bas FLOWERS <p 
ae ——————— _- ‘ Fb. 'y a, 
a 4 TOM 
eo 


Bees 
db 
eet: 
ince: 
1iler 
wit! 
estic 
rs O 


oug! 
cus 

f th 
itlet 

rell’ 

ners 
is of 
idow 
} will 
itries 
eress 
| 950, 
$100 
place 


will 
the 
tions 
nag- 
z the 
ases. 
1eet”’ 
hers 
plea 
lras- 
lary. 
ilers 
sary. 
Ss on 
ucts, 
con- 
aper 
felt 
it is 
ume 
such 
ffset 
ntial 
2S. 


Federal Reserve Figures on Department Store Sales 


WASHINGTON—Business was off 
1 oticeably in the Midwest and on 
txe West Coast during the week 
ended Oct. 30. 

Department store sales for the 
United States as a whole, however, 
vere 2% above the dollar volume 
for the same week last year, ac- 
cording to the Federal Reserve 
hoard, largely because of small in- 
creases in the East and South. 

For the fourth successive week, 
cities in the San Francisco district 
tallied losses in sales, while the 
St. Louis, Kansas City, Dallas and 
Chicago districts fell into the 
minus column during the week, 
for the first time in almost two 
months. 

Largest city losses were those of 
St. Joseph and Kansas City, down 
12% and 10% respectively. Houston 
again registered a loss, after 


DEPARTMENT STORE 


“SALES INDEX | 


1935-39 EQUALS 100 


Week to Oct. 30, °48* .p319 
Week to Oct. 23, °48*. .345 
Week to Nov. 1,°47*..313 
Week to Oct. 25, °47*. .306 
Month of Sept. ’48*. .p319 
Month of Sept. ’47*.. .300 


pPreliminary. 
*Not adjusted seasonally. 


months of large increases over 
sales last year. Greatest increase 
was a spectacular 35% rise in 
Rochester. 

The Federal Reserve Board’s 
panel of 296 department stores 
reported the following dollar values 
for sales, stocks and outstanding 


orders in September, 1947, and 
August and September, 1948: 
Amount Sept. Aug. Sept. 
(in millions) 1948 1948 1947 
ce ce ae p357 295 = 41 
SE igo cc ixewt p943 893 823 
GD Seccecvte cs p540 545 677 


p—Preliminary 
The figures on sales are the 


total for the month indicated, 
stock figures are shown as of the 
end of the month and outstanding 
orders are also end-of-month totals. 

Year-to-Year % Gain 


Federal Reserve Jan.- Mo. of Oct. 
District and City Aug. Sept. 30 
UNITED STATES ..... s 6 2 
Boston District ......... 2 5 3 
eee ~1 17 ~-1 
UN ere 3 4 3 
i 7 12 6 
Providence .........+> 1 8 —3 
New York District ..... 6 6 7 
Perr ree 5 5 5 
DE “acs ceeaedeu se’ 10 14 9 
ae. eee 5 4 5 
PEEP cc cccdssvcce 11 10 35 
PD oki we desasce 5 3 —65 
Philadelphia District il 11 5 
Philadelphia ......... 8 11 4 
Cleveland District ...... 10 9 9 
PO "*» ES Pee 8 14 14 
GONE sewn euens: x x 1 
GROEN deter ecaccss 10 x 12 
CD Wcnccacccancecs 13 15 6 
TEE «ge hewG ede eases s 9 14 2 
PRE pacecsinoee 9 5 11 
Richmond District ...... 6 11 5 
Washington .......... 5 5 5 
ee ET eee 2 9 5 
Atlanta District ........ 10 11 5 
Birmingham ......... 15 13 6 
ea eS 7 9 $ 
BEE Lo vo ve Von's entae 8 9 3 
New Orleans ......... 14 17 14 
cos sdueeue ®t 7 8 4 
‘hicago District ....... i) 3 ~-2 
OE 5 2 —2 
Indianapolis .......... 5 5 6 


on top of the OPERA BUILDINGS 


in chicago 


TRANSCRIPTION MASTERS + REFERENCE RECORDING 


See Pee 
Milwaukee 
St. Louis District 
Little Rock 
Louisville 
St. Louis 
Memphis 
Minneapolis District .... 
Minneapolis 
St. Paul 
Duluth-Superior 
Kansas City District ... 
Denver 


San Antonio .......... 
San Francisco District .. 


NHK BRAUN A DOIE DH OM 


—_ —- 
ee 


> 


Los Angeles Area .... 2 —3 --4 
tt  ¢ennerbeonces 9 10 —-6 
San Francisco ........ 4 10 —3 
DE: wteaeyan es 1 6 0 
Salt Lake City ...... 4 2 —§$ 
DE” «veudess swords 6 0 


*Data not available. 


U.S. Steel Issues Booklets 

United States Steel Corp., Chi- 
cago, has prepared the first four in 
a series of 15 pocket-size sales 
training booklets for use in retail 
sales training classes in stores 
throughout the country. The book- 
lets give the inside story of the 
steel used in producing many of 
the household articles. The book- 
lets may be obtained from Car- 
negie-Illinois Steel Corp., U. S. 
Steel subsidiary. 


Criterion Graphic Moves 
Criterion Graphic Corp., New 

York, has moved its offices from 

10 E. 52nd St. to 1860 Broadway. 


First in Indiana 
Second in the United States 


Per Family Income of $6,757 in Fort Wayne 
ranks this city Ist in Indiana and 2nd in the 
nation among all cities in the 100,000 to 250,- 
000 population group. (Sales Management) 


Read in more than 9 out of 10 homes in Fort Wayne 


THE NEWS-SENTINEL 


FORT WAYNE. INDIANA 


ALLEN - KLAPP CO. e NEW YORK — CHICAGO — DETROIT 


but this One does it better and for less 


This simple statement of logic is worth examining closer if you have a 
product to sell to the building industry. 


You can advertise in many vertical publications that concern themselves 


with specialized details of building. But don’t forget that there is only one 
horizontal magazine which alone has ample editorial scope to cover all building 
activity and ample impact to get your message read by the leaders in every line. 


Big building today is a vast industry wherein top architects, owners, 


builders, dealers and bankers all play integrated roles. These men, to 
stay leaders, must have a basic interest in every common 
denominator affecting building. 


In The Architectural FORUM — building’s only horizontal magazine —they 


find the whole picture of building... gathered, sifted, verified and presented 
by the largest, most experienced editorial staff in the building field. 


And, in the FORUM, advertisers save 


money because only the FORUM can 
give them such effective coverage of 


building’s decision-makers at 
such economical cost. 


whenever you say. 


We'll be glad to prove it 


Division of TIME, Inc., 350 5th Avenue, New York I, N.Y. 
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‘Dividend’ Coupon 
Books Help Boost 
National Tea Sales 


expire, it expects sales to be 
heavier, percentagewise, than is 
usual with a single item or smaller 
group of products. 

The plan is similar to the 
“Friendly Grocer” coupon book to 


Cuicaco—National Tea Co. ex- 
pects to chalk up a better than 
average redemption rate for the 


coupons offered in a $2,700,000: 


“profit sharing dividend” for cus- 
tomers of its food stores. 

The big merchandising offer, 
limited to the more than 400 
stores of the company’s Chicago 
branch, resulted in the distribu- 
tion of 467,000 coupon books dur- 
ing the Oct. 21-30 period. Head- 
quarters here will send the re- 
maining books, up to a total of 
500,000, by mail to other shoppers 
who did not obtain them at Nat- 
ional stores during the regular 
period. 

The coupon books, offering a 
saving of $5.40 on 54 well-known 
brands of food and household pro- 
ducts, were advertised here with 
from one to four pages in the dai- 
lies, and with from pages down to 
four-column, 12” ads in news- 
papers of cities where National 
operates other stores in Llinois, 
eastern Iowa, northwestern Indi- 
ana and southwestern Michigan. 
Approximately 430,000 four-page 
handbills were distributed by 
stores, or from house to house, in 
the various communities. 


ws Herbert England, advertising 
manager of the Chicago branch, 
said the promotion brought a rush 
of buying at the start, and that 
the sales tempo has _ increased 
steadily. Coupon redemptions are 
expected to continue at a brisk 
pace for four or five weeks, he 
said, with the offer expiring Jan. 
1. National is convinced that the 
coupon books have greater appeal 
than ordinary couponing, and 
while it won’t know the redemp- 
tion rate until after the coupons 


be given its first major test here 
|early next year, and which is be- 
\ing handled by Fred F. Drucker, 
account executive with Newby & 
Peron, for the newly-established 
Friendly Grocer Corp. (AA, Oct. 
4). This program calls for a spec- 
ial mailing technique, and both 
chain and independent grocers are 


being invited to participate. 


@ While the coupon book is not 


new, and has been tried by both|customer and deposited with the 


ular sale price. 
Registration certificates in the 
coupon books are signed by the 


food and drug stores, National | store, with only one book issued 


confines its 54 brands to items it 
has handled regularly; no new 
products, nor “dog-and-cat” items, 
get a free ride. The money-sav- 
ing values are offered on the big 
selling items of leading manufac- 
turers and on some specialties, 
such as Devonsheer toast and 
Dutch Tea rusk. Each coupon of- 
fers a dime saving from the reg- 


to each customer. The chain’s In- 
dianapolis branch is using a simi- 
lar coupon book deal. 


Cotton Groups Map Drive 
The Cotton Insulation Associa- 
tion and the National Cotton Coun- 
cil, Memphis, will launch a cam- 
paign during 1949 to promote the 
qualities and advantages of flame- 
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proof cotton insulation. Starting 
with the February issues and run. 
ning through October, a series 0; 
half-page ads will appear in Amer- 
ican Home, Better Homes & Gar- 
dens, House Beautiful, House & 
Garden and Mademoiselle’s Living 


Baltimore TV Sales Climb 


There are now 26,000 television 
receivers in the Baltimore area, 
according to the Baltimore Tele- 
vision Circulation Committee. The 
group, composed of representatives 
of the city’s three stations, reports 
sales of 4,000 for October. 


You'll reap a harvest of orders for 
headquarters when you explore 
the sales possibilities of the rich 
20-county ASHEVILLE MARKET. 
LOOK AT THE FACTS: 


$55,863,000 in FOOD SALES in 1947 
an all-time high for the ASHEVILLE 
MARKET . . . AND AN INCREASE 
OF 48% over 1946. Asheville led 
North Carolina in per capita food 
sales in 1947. 

TOTAL RETAIL SALES. . .$242,605,000° 
GROSS BUYING INCOME. .$407,840,000° 


In the ASHEVILLE MARKET your 
principal source of “orders for 
headquarters” is the advertising } 
columns of The Asheville Citizen || 
and The Asheville Times offering 
you a combined circulation of 
51,115** and complete coverage of 
this thriving agricultural and in- 
dustrial area. 


For Route Lists, Trade Information, Sur- | 
veys and Market Dota, Write, Wire, or 

Coll: Director of Advertising — Asheville 

Citizen-Times | 

| 


Representatives: 
The KATZ Agency, New York, N. Y. 


* Sales Management Estimate—1947 
** ABC 9-30-47 | 
| 

| 

i 

| 


ASHEVILLE, NORTH CAROLINA | 


(TS 
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MILLION DOLLARS | 


added in last 15 , 

months! Household oe - 
advertising revenue 
up more than 35% 


ALL IN A SINGLE YEAR 
The new Household 
is only one year old 
—but what results! 


IN NEW 
ACCOUNTS , 


¥ 


this year alone! 


Le 


COMPARE HOUSEHOLD'S 


COST PER PAGE PER 1000 
$2.40 for black and white, 
$3.20 for four colors! 
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Frankel Joins Rural Network 

Lou Frankel has been named di- 
rector of promotion and public 
: lations for the Rural Radio Net- 
ork (FM), Ithaca, N. Y. He pre- 
,iously was in charge of commer- 
‘al promotion for WHCU, the 
Cornell University station. 


/nheuser-Busch Uses Video 


Anheuser-Busch, Inc., St. Louis, 
brewer, will sponsor a ten-minute 
television program, “Snapshots 
from Hollywood,” for 13 weeks be- 
ginning Nov. 18 on KSD-TY, St. 
Louis. 


Newspapers Carry 
Brunt of 1948-49 
Idaho Potato Drive 


Botse, Ipa.—The Idaho Adver- 
tising Commission has opened the 
1948-49 advertising campaign for 
Idaho potatoes with insertions in 
newspapers in 21 states and in 
half a dozen business papers. Ra- 
dio and full-color point-of-sale 
material also are being used. 

This year the commission is of- 


fering a French-fry cutter as a 
premium, for 30¢, plus a coupon 
from one of the newspaper ads 
or one placed in consumer bags of 
the potatoes. The offer started 
Oct. 21 and more than 8,000 cut- 
ters were ordered in 10 days. 
Newspaper ads range from 200 
to 500 lines. All carry the line, 
“Bake ’em, boil ’em, mash ’em, 
fry ’em,” and ads show various 
ways of cooking the potatoes. 
Fifty-eight newspapers are on 
the list—chiefly they are located 
in the Midwest, South and Atlantic 


45 


Seaboard as far north as Philadel-| stores. 


phia. Selective radio is used in 
Springfield, Mo.; Knoxville, Tenn., 
and Amarillo, Tex. Trade publi- 
cations used are American Res- 
taurant, Chain Store Age, Food 
Topics, The Packer, Restaurant 
Management and Super Market 
Merchandising. 


gs In addition 35,000 broadsides in 
tabloid form have been prepared 
for distribution to. retailers 
through the newspapers. Display 
material is also being sent to 


HISTORY PROVES 


NOVEMBER HOUSEHOLD FATTEST EVER 


Most editorial material . . . most 
advertising ... most total pages 
in Household history! 


MORE FOUR-COLOR 
ADVERTISEMENTS 


Look at the 


November issue 
... more color 
articles, too! 


Capper Publications, Inc., Topeka, Kansas 


HOUSEHOLD 


a magazine of action for small ciltes. and Towne 


. 


The commission also promotes 
the Idaho sweet Spanish onion. 
For this, two-color copy will run 
in Chain Store Age, Progressive 
Grocer and Super Market Mer- 
chandising. 

Cline Advertising Service, Boise, 
and Botsford, Constantine & Gard- 
ner, Portland, Ore., handle the ac- 
count. 


‘N. Y. Tribune’ Forum Section 
Carried 121,338 Ad Lines 


A total of 121,338 lines of pub- 
lic relations, public service and 
institutional advertising was 
printed in the New York Herald 
Tribune annual forum section on 
Oct. 24. The newspaper believes 
this to be the largest volume of 
public service advertising printed 
in a single issue of any news- 
paper published in 1948. 

Approximately 90,000 extra cop- 
ies of the issue were printed. The 
section was a complete report on 
“Our Imperiled Resources,” the 
theme of the Herald Tribune For- 
um held in four sessions from Oct. 
18 to 20 in New York. 


if you 
advertise 
to business 


BECAUSE... 
Continuing independent 
surveys show The Wall 
Street Journal reaches more 
decision-makers for your 


dollar than any other maga- 


zine or newspaper. 


= 


THE WALL STREET JOURNAL 


The only National Business Daily 
44 Broad St., New York 4, N. Y. 
Young at Poydras St., Dallas, Texas 
415 Bush St., San Francisco 8, Calif. 
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Business Paper Ad 
Volume Off Only 
0.4% tor October 


Curicaco — Recovering from a 
September loss of 3.4%, adver- 
tising volume in October issues of 
business papers was only 0.4% un- 
der the total for a year ago, ac- 
cording to Industrial Marketing’s 
monthly tabulation, including 233 
publications. : 

October issues in four major 
classifications carried a total of 
28,695 advertising pages, compared 
with 28,820 pages a year ago. Ad- 
vertising in these 233 publications 
for the 10 months of 1948 amounts 
to 275,094 pages, a 0.9% decline 
from the 277,692 pages for the 
similar period of 1947. 

In the industrial group, 141 pub- 
lications carried a total October 
volume of 18,243 pages, a 1.4% 
gain over the 17,992 pages for Oct- 
ober, 1947. For the 10-month per- 
iod, total volume amounts to 


175,092 pages, .1% more than the | 
174,842 pages for the comparable 
period of 1947. | 

Among the trade publications, 
50 papers ran a total of 6,654 
pages in October, compared with 
7,056 pages in the '47 month, a 
5.7% loss. For the 10-month period, 
the total volume is off-2.5%, with 
64,790 pages this year compared 
with 66,419 pages in ’47. 

Class publications showed the 
biggest gain, percentagewise, for 
the month with 24 papers carry- 
ing 2,568 pages in October issues, 
3.5% more than the 2,482 pages of 
a year ago. For 1948 to date, these 
publications have run 22,286 pages, 
3.5% less than the 23,105 pages for 
the same 10-month period of ’47. 

In the export group, 18 publica- 
tions were off 4.7% for October, 
with a total of 1,230 pages, com- 
pared with 1,290 pages a year ago. 
Total volume in this group for the 
first 10 months of the year 
amounted to 12,926 pages, 3% less 
than the comparable 47 volume, 


13,326 pages. 


. 


Advertising Age, November 15, 194: 


OCTOBER BUSINESS PAPER ADVERTISING VOLUME 


These figures, compiled by 
without written permission. 
and have standard 7x10-inch 


Industrial Group 


Aero Digest : 
American Aviation (semi- 
mo.) 
American Builder 
American City 
American Machinist (bi-w.) . 
American Printer 
Analytical Chemistry 
Architectural Forum 
Architectural Record 
Automotive Industries 
(semi-mo.) 
Aviation Maintenance 
Aviation Week 
Bakers’ Helper (bi-w.) 
ee Pree 
Better Roads 
Brewers’ Digest 
Brick & Clay Record 
Bus Transportation 
Butane-Propane News 
Canner (w.) 
Ceramic Industry : 
Chemical & Engineering 
News (w.) 
Chemical Engineering 
Chemical Processing Preview 
Civil Engineering ......--- 
Coal Age 
Commercial Car Journal.... 
Construction Digest (bi-w.). 
Construction Methods 
Constructor .......+++. Wseeee 
Contractors & Engineers 
Monthly. (9%x14) 


eer ener eeeee 


ee ee 


eee eeenee 


eee eee eens 


eee eee eee eene 


eee eeeeeee 


eeeenee 


Industrial Marketing, must not be quo‘ed or reproduced 


Unless otherwise noted, all publications 


By The 
q Katz Agency te 3 
a 


THE OKLAHOMA PUBLISHING COMPANY: The Farmer-Stockman-WKY, Oklahoma City 


KVOR, Colorado Springs and KLZ, Denver (Affiliated in Management) 


type page. 
ges 
1948 1947 
*64 *12 | Cosgrove’s Magazine ....... 
tt Pn ops steanghe nds 
34 38 | Design News .............- 
175 162 | Diesel Progress (9x12) 
125 116 | Distribution Age .......... 
#436 *426| Drug & Cosmetic Industry. . 
*47 *46 | Electric Light & Power .... 
46 86 | Electrical Engineering ..... 
130 129 | Electrical Construction & 
179 161 Maintenance ............ 
Electrical South .......... 
173 182 | Electrical West .......... 
*67 60 | Electrical World (w.)...... 
19104 %186/| Electronics ..............+: 
12207 168 | Engineering & Mining Jour- 
93 79 Wen Mie piace eee Sink 
34 26 | Engineering News-Record 
47 44 la a ee 
*47 *41 | Excavating Engineer ...... 
1382 §217|Factory Management & 
*110 «9114 Maintenance ............ 
18985 *75 | Fire Engineering .......... 
*73 *66 | Fleet Owner ............-. 
Weee TRGmeerses .ccccccccce 
126 123 | Food Packer .............- 
308 =©6273 | Food Processing Preview... 
0122 as anaes 
44 SE. b4.s sc valeee Rat’ cede: 
169 167 | Gas Age (bi-w.) 
201 208 | Heating, Piping & Air 
seiae 3147 Conditioning .......se00.% 
114 120 Heating & Ventilating .... 
45 47 lice Cream Review ....... . 
Industrial & Engineering 
55 57 Geter “awk cso d cumitess 
Industrial Finishing (44x 
6%) eeoeeeeeeeresecseesee 
Industry & Power ........ 
en. SAD OUR ccs 8640 co8 
Machiné Design ........... 
Machine & Tool Blue Book 
SUEEER?  wontasdnceedcats 
PT ~~ os cdded@ae ou snd 
Manufacturers Record ..... 
Marine Engineering & Ship- 
ee SN Spec ounce ed 
Mass Transportation ...... 
| Materials & Methods 


| Mechanical Engineering ... 
| Mechanization 
| Metal Finishing 
Metal Progress 
Neda e 6 Nike bes o's 
Milk “lant Monthly 
Mill & Factory ............ 
Mining & Metallurgy ...... 
aon Machine Shop (44x 
fz) 


Modern Packaging 
Modern Plastics ........... 
Modern Railroads ......... 
- National Butter & Cheese 

IY ee Ta aa oo ee ie 
National 
eee eee ee eee 
| National Provisioner (w.).. 
| National Safety News ..... 
| Oil & Gas Journal (w.).... 
| Operating Engineer 
| Organic Finishing ........ 
Packaging Parade (9%x12). 
Paper Industry & Paper 

WE Dallcétecevdeddbebee 
Paper Mill News (w.)...... 
Paper Trade Journal (w.).. 
Petroleum Engineer 
Petroleum Processing 
Petroleum Refiner 
CR are. 
Plant Engineering 
Plating 
|” EG AE aa Be ae 
Power Generation 
Practical Builder .......... 
Printing Magazine ........ 
Product Engineering 
Production 


Engineering & 


RTT 
Products Finishing (44x 
Oe eee 


| Progressive Architecture 
ST RE a 
Quick Frozen Foods & the 
ee Eyer 
Railway Age (w.) ......... 
Railway Engineering & 
EE yon nd acon gi 
Railway Mechanical Engi- 
St” chk twee sees abe «dee 
Railway Purchases & Stores 
Railway Signaling 
Roads & Streets 
6b wwswed exes 
Sewage Works Engineering. 
PC nee ek ne 66 bbe ee 
Southern Lumberman ..... 
Southern Power & Industry. 
Steel (w.) 
NS, Tea ce ocal G a 0g 
Telephone Engineer 
.. . 3 ree 
Textile Industries 
Textile World 
po Ee See 
Tool & Die Journal (5x74) 
rr ee 
Traffic World (w.)......... 
Water & Sewage Works . 
Water Works Engineering 
| Ee a rere 
Welding Engineer ........ 
West Coast Lumberman ... 
Western Canner and Packer 
Western Construction News 
| Wood Construction & Build- 
| ing Materialist 
| Wood Worker ............. 
| Woodworking Digest (4%4x 
PU wesdh ose baker esecces 
| worta | ee Se ae 
World Petroleum 


Total 


Trade Group 
Air Conditioning & Refrig- 
eration News (w.) (11%4x 
DP vi sewansheeeeeerevens 
American Artisan 
American Druggist ........ 
American Lumberman & 


Building Products Mer- 
chandiser (bi-w.) ....... 
Boot & hoe Recorder 
err e 


Building Supply News..... 

Chain Store Age— 
Administration Edition 
Combinations 
Druggist Editions ....... 
General Merchandise— 
Variety Store Editions. ... 
Grocery Editions ........ 


122 


are monthlies 


Pages 

1948 §19 

Department Store Economist 76 § 

Domestic Engineering 169 1) 

Electrical Dealer .......... 76 $ 
Electrical Merchandising 

PE er ae *179 *2 
Electrical Wholesaling .... 89 lf 
Farm Equipment Retailing. 82 : 
Farm Implement News (bi- 

Ce. nantieeelveTactnesss4 19174 * 1 
Fountain Service .......... 61 5 
Fueloil & Oil Heat ........ 92 14 
Geyer’s Topics ........... 146 16 
Gomes DIOR cocks csecccces 27 
Hardware Age (bi-w.)..... 1412 = §.47 
Hatchery & Feed .......... 32 3 
Hosiery Industry Weekly .. “114 10 
Hosiery & Underwear Re- 

Dn «tdoanabwscerooenadys 142 13 
Implement & Tractor (bi- 

TA’ ser bubeeens >» ene eeene 215 l¢ 
Implement Record ........ 74 7) 
Industrial Distribution ..... 211 8 *21; 
7” =e ere 122 115 
Jewelers’ Circular-Keystone 282 $2 
Leather & Shoes (w.)...... 19§*126 §*151 
Lingerie Merchandising ... 17 91 
Liquor Store & Dispenser.. 70 61 
DT “isecedneded adtséeaee 151 164 
SE ED sccccecetseseccve 140 145 
Motor Service .........+..--. 150 179 
NJ (National Jeweler) 

CED sechdosedencde 259 274 
National Bottlers’ Gazette. . 107 155 
National Furniture Review. 91 8 
Office Appliances .......... 175 150 
Photographic Trade News .. 91 96 
Plumbing & Heating Busi- 

So dso 4.0.0 eee 0.0 6 ee « 81 74 
Plumbing & Heating Joufnal 74 71 
Plumbing & Heating Whole- 

Se co re: oe 31 20 
Poultry Supply Dealer .... *29 *30 
Radio & Television Retail- 

- Fr Pe oe 80 82 
Sheet Metal Worker ...... *71 *20 
Southern Automotive Journal 122 123 
Southern Hardware ....... 130 138 
Sporting Goods Dealer .... 1216 207 
Oy SE ee *61 *55 
Super Market Merchandising 121 163 
Syndicate Store Merchandiser 

ED. id's soe Gh sh uede se 87 74 

AE eS rer 6,654 7,056 

Class Group 
Advertising Age (w.) (10% 

xl J a esreeeceeesesecens 1234 282 
American Funeral! Director. 75 86 
American Hairdresser ..... 59 64 
American Restaurant ...... 117 96 
Banking (7x10-3/16) ...... 59 57 
Chain Store Age— 

Fountain-Restaurant 

Combinations ........... 121 35 


Cleaning & Laundry World 53 53 


CR» ccc apicecses 120 135 
Hospital Management ..... 89 71 
Hotel Management ........ 123 107 
i ee etwas 55 61 
Industrial Marketing ...... 115 115 
Journal of the American 

Medical Association (w.). §**381 *310 
BAN, MAD cc ccccicecese 84 83 
Medical Economics (444x6%) 117 115 
Modern Beauty Shop ...... 100 117 
Modern Medicine (semi-mo.) 

CO | 7? rear 160 132 
Nation’s Schools .......... 86 82 
Oral Hygiene (4-5/16x7-3/16) 143 149 
Restaurant Management .. 123 80 
Scholastic Coach .......... 441 36 
School Executive — School 

Equipment News ........ 67 61 
School Management (9% x 

SR Ee ra rs «be 5 29 29 
What's New in Home 

RUINED -uddcessy ccccs 117 136 

DE Savini wkwdkate <6 0eces 2,568 2,482 

Export Group 
American Automobile 

(overseas edition) ....... 81 63 
American Exporter 

(two editions) .......... 239 297 
American Exporter Indus- 

trial (two editions) ...... 170 148 
Automovil Americano ..... 101 79 
Caminos y Callies .......... 26 5 
Embotellador (quarterly) .. 33 44 
Parmaceutico ......2..0.:. 52 64 
Hacienda (two editions) 109 120 
EL ‘wa ikae 644i Sed 0 600 15 13 
Ingenieria Internacional 

Cometruccion ...cccccccce 72 87 
{ngenieria Internacional 

PN dusckdeeb ope acs 105 11 
McGraw-Hill Digest ........ 26 1! 
Petroleo Interamericano .. 55 65 
Pharmacey International °21 24 
Revista Aerea Latinoameri- 

ME ansoneechasdderueuss 16 #18 
Revista Rotaria ........... 8 ll 
Spanish Oral Hygiene 

LY rae 34 41 
Textiles Panamericanos .... 67 65 

PE \¢oushasebdoeduertoeé 1,230 1,29) 


$Includes a special issue. 

*Includes classified advertising. 

}7x10 units. 

‘Estimated. 

Three issues. 

‘Five issues. 

‘Knit Goods Weekly has been rename 
Hosiery Industry Weekly. 

‘Pharmacy International published its firs 
edition in June, 1947. 
*®Operating Engineer published 
regular issue January, 1948. 
7Does not include advertising in specia 
Western section. 

“Plant Engineering published its first issu: 
November, 1947. 
*As of January, 1948, Water Works Engi 
neering became a monthly. The 1947 figure: 
are based on two issues. 


its firs 


CKNW Increases Power 

Station CKNW, New Westmin- 
ster, B. C., which has been opera: 
ting on 250 watts day and night 
has been granted an _ increase 
power of 1,0000 watts daytime anc 
500 watts at night. 


Mills Head Schnell-Mills 

Lloyd L. Mills has been electec 
president of Schnell-Mills, Inc. 
“hicago agency, succeeding W. G 
Schnell, who has resigned to es- 
tablish a new agency (AA, Nov 
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1'V Advised to Use 
l'adio and Movie 
(‘odes as Pattern 


New York—After nine months, 

tie television code committee au- 
orized by the Television Broad- 

isters Association has decided it 

not “desirable to attempt at this 
age to formulate standards of 
ractice” for the fast growing in- 
ustry. 

Instead, the committee for- 
arded to broadcasters a “state- 
ent of principles and policy” 
illing attention to their “obliga- 
ion to observe the highest stand- 
ards of good taste and fairness” 
and “responsibilities far beyond 
those of any medium.” The group 
also emphasized the advertisers’ 
“tremendous stake in the new me- 
dium.” 

Until television sets up defi- 
nite standards of its own, the com- 
mittee recommended that video 
stations use the codes of radio and 
motion pictures as a guide. 


Philco and RCA’s 
Earnings Mount 


PHILADELPHIA—Philco Corp.’s 
sales for the first nine months of 
1948—$194,156,000—showed an in- 
crease of 23% over the 1947 figure 
of $157,209,000. 

The company’s earnings for the 
first nine months of this year to- 
taled $6,631,000, compared with 
$5,632,000 for the corresponding 
period in 1947. 

Meanwhile, the Radio Corp. of 
America, New York, reported gross 
income of $256,968,537 for the 


om noe 


ene 


ae 


three-quarters of the current year | 


against $224,982,605 for the first 
nine months of 1947. Net income 
for these periods was $15,128,783 
and $12,233,758, respectively. 


Paragon Pictures Opens 
New Evanston Studios 


Paragon Pictures, Inc., commer- 
cial motion picture company which 
was organized last spring, 
opened new offices and studio at 
540 Eastwood Ave., Evanston, III. 

The firm, which will produce in- 
dustrial, promotional, educational, 


training and advertising films, is|’ 
headed by Robert Laughlin, who|~ 
was formerly associated with Jam | 


Handy Organization, Detroit, and 
Burton Holmes Films Co., Chi- 
cago, and who operated his own 
movie producing firm in St. Louis 
prior to the war. 


F aust Directs PR 


William C. Faust, who joined |: 


the public relations staff of Geare- 
Marston, Inc., Philadelphia, 
1946, has been appointed public 
relations director of the agency. 


KCMO Appoints Danford 

W. E. Danford, formerly with 
Station WJIM, Lansing, Mich., has 
been appointed manager of local 
and regional sales of Station 
KCMO, Kansas City, Mo. 


Chatco Appoints Brock 

H. Douglas Brock has been ap-| ~ 
»ointed sales manager of the heat-| © 
ng division of Chatco Steel Pro- 
duets Ltd., Toronto. 


has |/ 


PRESENTS ECONOMIC PROGRAM—The complete economic education program pre- 
pared by the Association of National Advertisers and the American Association of 
Advertising Agencies was presented to the School of Business Administration at the 
University of Bridgeport, Bridgeport, Conn. Left to right are: Harold R. Bixler, execu- 
tive vice-president, Bridgeport Chamber of Commerce; Richard L. Scheidker, vice- 
president of the Four A’s and secretary of the Joint ANA-Four A’s Committee; Dr. 
Boone T. Tillett, dean, School of Business Administration, University of Bridgeport, and 
Professor William H. Fitzgerald, of the advertising department of the university. 


Vick Chemical Co. 
Enters Television 

Wendy Barrie began a new 
series of ten-minute telecasts 
under the sponsorship of Vick 
Chemical Co., New York, last 
week over the NBC East Coast 
network. The program, which 
plugs VapoRub, is heard Wednes- 
days at 8:30 p.m., EST, from New 
York. 

Miss Barrie entertains a famous 
cartoonist each week. Morse Inter- 
national, New York, handles the 
Vick account. 


Ford Promotes Strout 


Henry M. Strout, district sales 
manager of the Somerville, Mass., 
area, has been named manager of 
the Ford parts and accessories sales 
department of Ford Motor Co., 
Dearborn, Mich. 


Munsingwear Ups Jensen 


C. W. Jensen has been named 
eastern sales manager in charge 


47 


of the New York sales office of 
Munsingwear, Inc. He joined the 
company in 1945. 


Jessop Names Bradberry 

E. E. Bradberry has been named 
assistant sales manager of Jessop 
Steel Co., with headquarters in 
Chicago. 


Souager tee ae 
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Swimwear: 


Jantzen's “Lastex” Candy Stripe 


oth? 


HERE’S AN UNBEATABLE COMBINATION 


The morning Times-Picayune and the evening 
States together go into 180,947 of New Orleans’ 
181,100 homes . . . they've got it! 


ip? 
i The Times-Picayune States combination year 


after year carries more lineage for New Orleans’ 


retailers than any other advertising media. . . 


they've got it! 


Yes, anyway you look, here's an unbeatable com- 
bination! 


be 3% MORNING 


TIMES-PICAYUNE and STATES 


% SUNDAY 


N. oO. Pamasciccccccecccecscotelgnee 
Combined A.M. & P.M. City... 180,947 
Sunday City ganepeseseeeeeeecone 


TOTAL CIRCULATION 
A.M. 166,960 * Sun. 274,748 
P.M. 92,145 
3 mos. ending Mar. 31, 1948 


%& EVENING 


ATING RADIO. STATIONS. WTPS. AND. SES. FM 


“2 MEMBER ANACNetwork_» _ REPRESENTATIVES: JANN & KELLEY IC. 
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Harvey Will Print 
‘Babe Ruth Sports’ 


New YorK—The estate of 
George Herman Ruth has awarded 
exclusive publishing rights of the 
Babe Ruth Sports Comics Maga- 
zine to the Harvey Comics Group, 
Inc. 

The magazine will be a bi- 
monthly beginning with the April 
issue, to be on the newsstands in 
January, and will eventually be 
published monthly, according to 
Alfred Harvey. 

In addition to publishing the life 
story of Babe Ruth in cartoon 
form for the first time, the maga- 
zine will also contain a variety 


of true sport stories in all fields 
as well as “how to do” articles 
by famous coaches and athletes. 

The new magazine will be ad- 
vertised in comic and youth books 
and will sell for 10¢. Harvey Com- 
ics Group also publishes Joe Pal- 
ooka, Humphrey, The Green Hor- 
net and Kerry Drake. 


Maclean-Hunter Ups Rates 


Maclean-Hunter Publishing Co., 
Toronto, has announced an in- 
crease in advertising rates for 
Chatelaine and Maclean’s Maga- 
zine, effective April, 1949. The 
page rate for Chatelaine will be 
increased from $1,760 to $1,940 and 
Maclean’s rate will be raised from 
$1,880 to $2,080. Both publications 
have increased their circulation. 


Advertising Age, November 15, 194} 


While makers of the compara- 
tively new hair curl capsules ob- 
viously are excited about possibili- 
ties of this type of product, there 
is plenty of ill feeling within the 
industry itself. Part of it, of course, 
can be blamed on the rush to get 
into the market before a competi- 
tor is too far entrenched. But there 
may be some court suits before 
various issues are settled. 

Infringement of rights and un- 
fair competition are two claims for 
possible court action. To compli- 
cate the problem, at least two of 


the new brands are similarly pack- 
aged; there’s more similarity in 
advertising copy; and formulaes 
are being closely guarded while the 
rivals hurl charges about chemical 
combinations that may harm the 
hair, inability to keep the market 
supplied once advertising is started, 
etc. 
* * & 

The American Medical Associa- 
tion is adopting a new idea in 
putting on an_ entertainment 
session at its interim convention 
in St. Louis-~-the first week in 


You can’t lose 


in a one-horse race 


Forgive us for blowing our own horn... 
but here are the facts... 


Better than 4 out of 5 Newsweek readers 
are leaders in business, industry, and the 
professions .. . by far the greatest concen- 
tration of any general magazine .. . at the 
lowest cost per thousand. 


Even more important, 55.8% of 
Newsweek families have annual incomes 
over 5 thousand dollars . . . 29.7% between 
3 and 5 thousand. 


Newsweek selects this top-flight audi- 


ence with 


an editorial technique un- 


matched, unattempted, in the publishing 
world. A technique that goes far beyond 
mere reporting of the news. 


For, among other features, it gives you 
the signed opinions of such unbiased ex- 
pert analysts as Raymond Moley on poli- 


4 


tics, Ernest K. Lindley on national affairs, 
Joseph B. Phillips on foreign affairs, Henry 
Hazlitt on business and finance, General 
Carl A. Spaatz on the military scene. Ex- 
perts who, week after week, give the back- 
ground, the present, the all-important future 
developments, of the vital news of the day. 


Yes, for the alert advertiser, in all truth 
it's a one-horse race where Newsweek is 


concerned. 


THE MAGAZINE 
OF 
NEWS SIGNIFICANCE 


December. The entertainment wi | 
be provided by the R. J. Reynok: ; 
Tobacco Co., and the performe: ; 
will include Bob Hawk, Jimmy 
Durante and other Camel rad» 
stars. Camel and other leadin: 
cigaret brands are advertised j 
the AMA Journal. 


” * a 
Sales promotion idea (supe 
type): Erickson & Tibodeay 


Windom, Minn., Chrysler deale) 
set up a large box of peanuts i, 
its office and invited customers t» 
help themselves. The curious wer. 
told that the peanuts were supplie | 
so that visitors would work up a 
thirst, patronize the Coke machine 
and help pay for it faster. Towns- 
people heard of this and of course 
had to see for themselves. Resul': 
Many new callers, a large number 
of whom bought accessories, paris 
and service. 
* * * 

Contrary to reports, the Nov. 
16-17 Chicago meeting of the 
newly organized Public Relations 
Society of America (a merger of 
the National Association of Public 
Relations Counsel and the Amer- 
ican Council on Public Relations) 
will be open to the press, except for 
one session. The closed session 
will be a forum on professional 
standards at which the ethical 
principles which are now generally 
accepted in the field are sched- 
uled for an airing (solicitation of 
clients of a competitor is not now 
condoned). 

a cg co 

The October bulletin of the Na- 
tional Council on Business Mail, 
Inec., composed primarily of direct 
mail and mail order people, makes 
it perfectly clear that publications 
can’t expect any support from this 
quarter in efforts to hold the line 
on second class mail rates. Under 
a front-page headline, “The Real 
Reason Why We Have Postal Defi- 
cits,” the bulletin says that the 
act of March 3, 1879, fixed pub- 
lishers’ paid second class mail 
at a flat rate of 2¢ a pound, 
and the average postal revenue 
per pound for such mail now 
is only 1.94¢, although “net pro- 
fits and revenues in the pub- 
lishing industry have increased 
phenomenally.” 

* & & 


The transfer of a major portion 
of the Chicago staff of Dancer- 
Fitzgerald-Sample to New York, 
where the agency’s operations will 
be concentrated hereafter, has 
just about been completed. Al- 
though the transfer is a major 
operation, the Chicago offices will! 
still represent a sizable operation— 
about 70 people, all told, headed 
by Paul Keenan, vice-president 
and treasurer of the agency. H. M. 
(Mix) Dancer and Cliff Fitzgerald 
will both headquarter in New 
York, as previously reported, fol- 
lowing retirement of J. G. Sample, 
the third “name” in the agency. 


To Wildrick & Miller 

Wildrick & Miller, New York, 
has been appointed to handle the 
advertising of the Aluminum Win- 
dow Manufacturers Association, 
Washington, D. C. The first ste; 
in a five-year program will be t 
acquaint architects, contractors 
builders and dealers with the ad- 
vantages of “Quality-Approved’ 
aluminum windows. 


THE NEGRO 


MARKET IS 


TERRIFIC! 


15 million American Ne 
10 billion dollars a year! If you = 


food, drinks, jewelry, 
products to sell, ~ AAR. Mn. 4 


apers 


magazines. Interstate Uni News- 


Papers, | 545 Fifth Ave., N. ¥ 
show you how advertising in ; 
publications reap big markets and 


Profits! Write us today. 

NOTE: We now have facts compiled by the 

eh mine 9 Co. 4 America on brand 
is Of Negroes from coast to . 

Write now for this free Information, = 
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SAMPLE—Feuchtenberger Bakeries, with 
plants in Kentucky, Virginia and West Vir- 
ginia, is carrying on an extensive house- 
to-house sampling program in plant areas. 
Samples consist of two slices of Betsy Ross 
bread packaged in a cellophane envelope 
designed by Milprint, Inc., Milwaukee. 


‘Auto Show to End 
Auto Shows’ Planned 
by General Motors 


Detrorr—General Motors Corp. 
is rapidly completing plans for the 
largest automobile show since the 
war when it displays its 1949 line 
of passenger cars at the Waldorf 
Hotel in New York during the 
week of Jan. 15. 

A large segment of the hotel has 
been leased for the occasion, which 
will be General Motors’ own in- 
terpretation of an automobile 
show. 

At the display will be the 1949 
Cadillacs, Oldsmobiles, Buicks, 
Pontiacs and Chevrolets. 

The Cadillacs, Oldsmobiles and 
Buicks will have been shown be- 
fore the New York show, but the 
highlight of the event is expected 
to be the unveiling of the first 
postwar Chevrolet, which is the 
corporation’s competitive weapon 
against its chief rival, Ford Motor 
Co. 


® It is no secret that General Mo- 
tors’ decision to stage the Waldorf 
show was prompted by the Ford 
“premiere” last June when a 
$750,000 presentation was made at 
the Waldorf. 

A survey was recently taken by 
a New York firm to ascertain re- 
action to the Ford showing; while 
General Motors officials never ad- 
mitted the survey was being taken 
for them, neither would they 
deny it. 

The designing and building of 
the exhibit in the Waldorf is being 
carried out by Walter Wright and 
Roy Kiefer and it can be expected 
that the show will try to “dwarf” 
the Ford masterpiece, if that can 
be conceived. 

A report has it that top brass in 
General Motors handed down or- 


Look (1 le 
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1949 Industrioh 
paanner DATA BOOK NumaER 


= ————— 


SF ——— 
*Industrial Marketing's 
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ders “to make the Ford show look 
like an afternoon tea at the 


parsonage.” 
It is no secret that the General 
Motors organization has been 


quietly building toward a “show 
to end all shows.” The details in 
many instances remain to be 
worked out, but plans are far 
enough along to warrant high 
optimism among the corporation’s 
officials. 


‘Your New Baby’ Boosts 
Circulation Guarantee 


Your New Baby, New York, a 
Parents’ Institute publication, will 
increase its circulation 125,000 
effective with the January, 1949, 
issue, bringing the quarterly cir- 
culation guarantee to 300,000. 
Rates will remain unchanged. 

The magazine also has an ex- 
panded merchandising service for 


|advertisers. Stores which distri- 


bute the magazine receive a 24- 
page merchandising bulletin in ad- 
vance of each issue’s publication, 
giving descriptions of all products 
advertised or editorially featured 
and listing all merchandise sources. 


Henry Buys Screenland Unit 


J. Fred Henry, president of the 
Henry Publishing Co., New York, 
publisher of Skyways, has pur- 
chased the Screenland Unit, com- 
prised of Screenland and Silver 
Screen, from Liberty Magazine, 
Inc., New York. The first issues of 
Screenland and Silver Screen un- 
| der Mr. Henry’s ownership will be 
the February, 1949, issues. 


To Anderson, Davis & Platte 

Georg Jensen, Inc., New York, 
specialty store, has appointed An- 
derson, Davis & Platte, New York, 
to handle its advertising. 


An oilburner manu- 
facturer got 288 
replies in 5 weeks 
from his ad in 
this publication. 
Verified by FACT FINDERS 


DISPLAY LIVESTOCK ADV. 1947 
No. 1-—Kansas Farmer................ 41,790 lines 


No. 2—A Weekly Farm News...... 


3,915 lines 


from Publishers Information Bureau 


IT's 
KANSAS 
FARMER 


Wto7 


In selecting an advertising medium to carry their sales message to the 
farmers of their state, Kansas farmers logically choose their state Farm 
Paper, the publication that exerts the greatest influence on their own 
buying. Cold facts substantiate the statement that Kansas farmers 
choose KANSAS FARMER to carry their livestock display advertising 
11 to 1 over any other medium. 


This choice is important to those who are building an increasing market 
for their established products or attempting to market new products 
in Kansas. What better choice of an advertising medium than Kansas 
Farmer — the state’s number one farm advertising medium — 11 to 1 
choice of Kansas buyers of display livestock advertising. 


An editorial policy, geared to Kansas balanced agriculture, a policy 
that analyzes, not merely reports on farm events, has built this over- 
whelming acceptance. The result is a state farm paper that is a domi- 
nant, creative influence on better farming methods and that carries 
unequalled prestige in Kansas agriculture. 


Clarence Miller, Route 1, Alma, Kansas—Says: 


“ 


have advertised exclusively in 
Kansas Farmer for many years, and 
have always had good results. | read 
it and my wife reads it. | don’t need 
any other publication to reach farmers 
in Kansas.” 


He has been a producer of registered 
Durocs in Kansas for 18 years and an 
advertiser in Kansas Farmer during 
the entire period. Miller's sales of hogs 
last year grossed $30,000 and his esti- 
mate for this year exceeds that by 
more than $8,000. 


Miller says buyers come to his farm 
from every county of Kansas as a 
result of his Kansas Farmer advertising. 


-* 


| KANSAS FARMER 


Editorial and Business Office 
Topeka, Kansas 
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BBDO Pegs Average 
Drug Purchase at 
$1.07 on Panel Poll 


New YorkK—Batten, Barton, 
Durstine & Osborn reports it has 
discovered why women go into 
drug stores, what they buy, what 
they planned to buy, and how 
much money they spend. 

The data was developed from 
BBDO’s National Panel of Con- 
sumer Opinion — 3,000 families 
used as a testing board by the 
agency, in towns of more than 2,- 
500 population across the country. 
It is the second panel operated by 
BBDO, which maintains another 
panel of 1,000 families in Syracuse, 
called the Onondaiga panel. Par- 
ticipants in both panels are paid 
off with coupons which may be 
redeemed for various premiums— 
a practice resumed after the war, 
when the payoff was in bonds. 

BBDO finds that the median ex- 
penditure for each drug store visit 


is $1.07; that expenditures are vir- 
tually the same in chains and in- 
dependents; that the median ex- 
penditures in a store “usually 
patronized” is 68% higher than 
in a store “not usually patronized.” 

The agency also learned that 
85% of the branded items pur- 
chased are asked for by brand 
name; that 96% of the women 
entering a store buy something, 
and 48% of these women admit 
buying one or more items which 
they had not planned to buy before 
entering the store. 

BBDO concludes that display is 
the principal motivating force 
leading to unplanned purchases, 
and that 82% of unplanned pur- 
chases can be broken down into 13 
major categories. 


Publishes ‘Going Places’ 


The first issue of Going Places, 
a new entertainment weekly pub- 
lished by Sidney H. Pelter, will 
appear on the newsstands in Dec- 
ember. The magazine is designed 
to give information and guidance 


> 


to movie-goers, sports fans and 
other types of amusement seekers. 
Editorial and advertising offices 
are located at 420 Lexington Ave., 
New York. 


‘Union Leader’ Names Kite 


George Kite, formerly in the 
general advertising department of 
the Chicago Sun-Times in New 
York, has been named manager of 
general advertising of the New 
Hampshire Morning Union, Man- 
chester Evening Leader and New 
Hampshire Sunday News, all pub- 
lished by the Union Leader Corp., 
Manchester, N. H. 


Carter Names Spector 

Carter Products, Inc., New York, 
has appointed Raymond Spector 
Co., New York, to handle advertis- 
ing for Natrasan, new bulk-type 
jelly laxative. 


Gets Rock-Knit Account 

E. T. Howard Co., New York, has 
been appointed to direct the adver- 
tising of Rock-Knit topcoats and 
overcoats, a division of Goodstein 
Bros. 
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Shopsmith Power 
Tool Makes Much 
Headway in Year 


San FrRAnNcisco—“Three Men on 
a Sawhorse” could very well be 
the title for the story of Magna 
Engineering Corp. and its gallop 
into the forefront of the hobby tool 
derby. 

Last November the first “Shop- 
smith,” multi-purpose power tool 
designed principally for home 
craftsmen and maintenance shops, 
left the factory here. Since then 
upwards of 12,000 of the combina- 
tion circular saw, vertical-horizon- 
tal drill press, wood lathe-disc 
sanders have been produced. Con- 
servative estimates place sales for 
the ’48 calendar year at better than 
$3,000,000. 

The above figure may be looked 


A VIOLIN HAS IT 


Vibrance, depth, feeling. The Herald-American has it. That’s why so many Chicago men and 


women between the ages of 15 and 50* read the Herald-American every evening. 


News editing that has the human touch, penetrating editorial perception, features that strike a 


responsive chord in young, up-and-doing Chicagoans make the Herald-American the preferred 
newspaper of over 500,000 families each evening and more than a million on Sunday. 


In the Herald-American, your advertising reaches Chicago’s most active market—the young 
able-to-buy families in the process of accumulation—the largest evening newspaper audience 


in Chicago. 


*A complete analysis of the Herald-American readership, including Age, Sex, Employment, 
Rentals and Family Status is available to advertisers in a recent study by Alfred Politz 
Research, Inc. Write for your copy of “Characteristics of Chicago Herald-American 
Readers.” It contains the answer to more profitable coverage of the rich Chicago market. 


CHICAGO HERALD-AMERICAN 


NATIONALLY 


EVENING CIRCULATION OVER 500,000—SUNDAY OVER A MILLION 


EVENING AND SUNDAY—when the whole family is together 


REPRESENTED BY HEARST ADVERTISING SERVICE 


H. Stanton, who has resigned. 


at more seriously when you con 
sider that the complete Shopsmit! 
unit retails under $200. 

Until now, advertising of th 
Shopsmith has been confined to 
small schedule in trade, hobby an 
scientific publications and Sunse: 
With the opening of an easter 
plant soon, and increase in produc 
tion, Magna plans to enter genera 
magazines as well as boost it 
schedule in the trade publication: 
J. Walter Thompson here is th: 
agency. 


® The story of the success of th: 
Shopsmith refutes the oft-quote: 
merchandising truism that it is 
folly to buck the big, well-estab- 
lished companies by independently 
marketing a new producte On the 
other hand, it brings to mind the 
older axiom about the better 
mousetrap and a well-beaten path 
to your door. 

Hans Goldschmidt, 40-year-old 
German refugee, invented the 
Shopsmith. He is vice-president 
of Magna Engineering Corp. Other 
principals are the brothers Cham- 
bers: Robert, 29, is president, and 
Frank, 32, is secretary and 
treasurer. 

Robert Chambers and Hans 
Goldschmidt met during the war 
when they both were working at 
the Kaiser shipyards in Ricimond, 
Cal. Robert was head of the en- 
gineering analysis and progress 
department; Hans was next in 
command, later stepping into 
Robert’s job when the latter left 
Kaiser to join United Helicopters, 
Inc., in 1945. 

Hans, who holds a_ doctor's 
degree in industrial engineering 
from the University of Berlin, had 
been experimenting rather suc- 
cessfully with several inventions. 
After the war, he searched for a 
field in which to apply his inven- 
tive talents and the versatile 
woodworking power tool was the 
result. 


@® When -he turned to Robert 
Chambers for financing and busi- 
ness management assistance, the 
younger Chambers sold his older 
brother on the sales appeal of the 
new product, and the three formed 
a closed corporation to produce 
and market the Shopsmith. 

The young business men have 
utilized the experience, facilities 
and purchasing power of estab- 
lished companies in order to over- 
come inertia in original production 
of the tool. While Magna has pro- 
vided the tooling and purchased 
many of the integral parts, main 
fabrication and assembly of Shop- 
smiths is contracted for in outside 
plants. 

Even before getting their tool 
well into production, they signed 
a million-dollar order with Mont- 
gomery Ward & Co. Shopsmiths 
are now merchandised current!) 
in 367 Ward stores, and hardware 
stores, hobby shops and depar'- 
ment stores throughout the coun- 
try are handling the tool. Magna 
Engineering plans soon to open an 
assembly plant in Cleveland and 


make an _ intensified drive for 
greater distribution in eastein 
markets. 


Gets Hosiery Account 

Lewis & Gilman, Philadelphi« 
has been named to handle the ac - 
vertising of J. W. Landenberg«r 
& Co., Philadelphia, hosiery mani - 
facturer. Magazines, trade publ - 
cations and sales helps will te 
used. 


Maujer Appoints Sanders 

M. J. Sanders, formerly wi') 
Better Homes & Gardens, has bee 1 
appointed promotion manager «f 
Industry & Power, published ty 
Maujer Publishing Co., St. Ji - 
seph, Mich. 


To Keenan & Eickelberg 
Maxwell J. Hunter has joine ! 
the sales staff of Keenan & Eicke - 
berg, San Francisco, publisher.’ 
representative, succeeding Jam«¢s 
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TESTIMONIALS—Leading Jewelry Mfg. 

Co., New York, is launching a campaign 

for Ledo costume jewelry using testi- 

monials from Walter Thornton models in 

November issues of Mademoiselle, Seven- 

teen and Vogue. The agency is Craven 
& Hedrick, New York. 


M-G-M Records Plans 
Christmas Promotion 


New YorkK—Lionel Barrymore’s 
version of the “Christmas Carol,” 
“Christmas Hymns and Carols” 
and a one-record gift package will 
be the featured items in Metro- 
Goldwyn-Mayer Records’ holiday 
promotion this year. 

The latter will include a narra- 
‘tion by Franklin MacCormack, 
with space provided for address 
and greetings from the sender. Re- 
tail price: $1.50. 

M-G-M’s current advertising in- 
cludes copy in Ebony and Radio 
Best, placed through Donahue & 
Coe. The Christmas drive, which 
will call attention to the children’s 
series, will be largely a coopera- 
tive campaign with distributors 
and dealers. Radio, television and 
newspapers are expected to be 
used. 

M-G-M, like many other com- 
panies, suffered a summer slump, 
and is banking on fourth-quarter 
sales to bring the company’s total 
up to last year’s. 


ANA, Four A’s Making No 
Post-Election Budget Study 

The Association of National Ad- 
vertisers, which made a pre-elec- 
tion survey on advertising expen- 
ditures (AA, Nov. 1), and the 
American Association of Adver- 
tising Agencies said last week they 
were not making post-election 
studies to determine the effect of 
the election results on 1949 adver- 
tising plans and budgets. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de 
yeloping sales prospects on certain 
types of products and services. 
New Bcoklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 
BUSINESS 4 FARM GENERAL 
papers SK papers MAGAZINES 


ii 


Nov. 15-20. Outdoor Advertising 
Association of America, 53rd an- 
nual convention, Hotel Peabody, 
Memphis. 

Nov. 19-21. National Editorial 
Association, Newspaper Advertis- 
ing Service and Weekly Newspaper 
Bureau, fall meeting, Edgewater 
Beach Hotel, Chicago. 

Nov. 29-Dec. 2. Financial Public 
Relations Association, 33rd annual 
convention, Hollywood Beach, Fla. 

Jan. 17-19. Newspaper Adver- 
tising Executives Association, an- 


nual convention, Edgewater Beach 
Hotel, Chicago. 

Jan. 23-26. Advertising Asso-| 
ciation of the West, mid-winter | 
conference, Santa Barbara, Cal. 

April 20-22. National News- 
paper Promotion Association, an- 
nual convention, New York. 


‘Talent Scouts’ on AM, TV 


Arthur Godfrey’s “Talent| 
Scouts” will be carried simulta- | 
neously on CBS, AM and TV, start- | 
ing Dec. 6. This 30-minute program | 
is sponsored by Thomas J. Lipton, | 
Inc., Hoboken, N. J., through| 
Young & Rubicam, New York. The! 
radio version of the show will con- | 
tinue to be heard throughout the 
country. Its television counterpart 
will be carried on five East Coast 
stations. 


Also Publishers of Beauty Fashion 


Drug & Cosmetic 


INDUSTRY 


Covers a rich and 


forward looking industry 


The Idea 


that became a Christmas tradition 


We don’t mean ha 


We DO mea 


to say “Merry Christm 


tomers, and friends na 
and Jim... 


lems! 


who gets it. 


| chases. 


straight whiskies; 60% gr 


mistletoe ... (although that can 
be a very rewarding idea). 


If you’re wondering what’s the best way 


ness associates, customers, potential cus- 


... Say it with a bottle or so of Four Roses! 


So many people give Four Roses for 
Christmas nowadays that it’s become sort 
of a holiday custom—and well it might be. 
For you could search high and low with- 
out finding a gift that’s half so welcome 
and sure to please —and one that offers 
such a simple solution of your gift prob- 


Four Roses—so softly mellow and dis- 
tinctive in flavor—is a gift that not only 
reflects your thoughtfulness but is also a 


compliment to the good taste of the man 


Your favorite retailer will be glad to 
make special arrangements for gift pur- 


FINE BLENDED WHISKEY —90.5 proof. 40% 


Frankfort Distillers Corporation, New York. 


nging up 


n THIS: 


as!” to your busi- 


med Bill and Ed 


ain neutral spirits. 


We don’t mean a holly wreath 
..(although it wouldn’t be Christ- 
mas without one). 


For the holiday season—in a special, attractive gift carton 


FOUR ROSES 


GIVE WHAT YOU'D LIKE TO GET— AMERICA’S FAVORITE GIFT WHISKEY 


We don’t even mean sending 
Christmas cards .. . (although 
that’s a good way to let friends 
know you wish them well). 
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Retired Adman Claims 
He Has Nuisance Value 

To the Editor: I think that every 
advertising man at some time or 
other has had a desire to kick 
the stuffed shirts in the shins, 
push them out of the way and 
do a job as it should be done. 
I am having the fun of doing just 
such a job. Getting no pay but 
that does not make any difference. 

Last spring I retired from busi- 
ness. And I retired from retire- 
ment because a tea kettle with 
heat at the bottom will burst open 
at the seams if it can’t spout. 
And I am that kind of a tea kettle. 
To get down to cases, the Re- 
publican County Committee in 
San Mateo County, Cal., was made 
of lame ducks, stuffed shirts and 
the old fogies who say it can’t 
be done. Well I got myself elected 
to the committee and then I 
started insulting them. They told 
me that if I was damn good, and 
that if I was so damn sure that 
I could raise the money for an 
advertising campaign, they would 
get out of the way and let me 
go to it. 

So I wrote ten ads which told 
people why they should vote Re- 
publican. Nothing like it has ever 
been done before in the state of 
California. And with the ads in 
proof form I personally raised 
enough money to pay for the space 
in five daily newspapers and in 
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eleven weekly and semi-weekly 
newspapers. I collected enough 
money to pay for this campaign 
and another that I will put on 
two years from now when we 
have a state election. The ads 
are running in all of the news- 
papers in the county for 10 days 
before the election. And now all 
of the voters in the county want 
to chip in and pay their share of 
the cost. Every mail brings us 
$35 or $10 and sometimes when 
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Look to Louisville... 


In point of manufacturing 
employment the U. S. Census 
Bureau has long shown that 
Louisville leads all cities south 
of the Ohio and Potomac 
R vers, 


COMPLETE | — 
NEWSPAPER | — 
COVERAGE 


of a rich metropolitan city area 
of over 500,000 population 
for as little as 


55¢C PER L 
| 90C per 


| | eee 
The Conrier-Zonrnal 4 


INE Daily | 


LINE Sunday | 


I go to the post office there is 
from $600 to $800 waiting for me. 

In San Mateo County there are 
three Democrats for every two 
Republicans. But I'll bet 3 to 2 
that the Republicans carry the 
county by at least 25,000 votes. 
I just thought you might like to 
see what a lot of fun a retired 
advertising man .can get out of 
life when he wants to make a 
nuisance of himself. 

WALTER W. CRIBBINS, 
Walter W. Cribbins Co., San 
Francisco. 
gee 
Peck Has More to Say 
About That Zig-Zag Type 

To the Editor: Tchk! Tchk! My 
esteemed adversary in the matter 
of the Care and Feeding of Type 
Blocks, J. B. Milgram of Trom- 
mers will leap on his horse and 
gallop off in all directions. Prac- 
tically side-saddle, this time. 

Mr. Milgram really shouldn’t 
jump so at conclusions. The writer 
has nothing personally to do with 
the advertising we have been dis- 
cussing ... 

Mr. Milgram’s bent for invec- 
tive seems somewhat stronger than 
his powers of perception. The 
inaccuracies and non _ sequiturs 
with which he has embellished 
his latest diatribe cast something 
of a shadow over the purity of 
his logic: 

1. There is nothing in my pre- 
vious letter to suggest that I would 
deny Mr. Milgram’s or anyone 
else’s right to criticize. And I cer- 
tainly don’t expect him to “shut 
up,” nor did I recommend that 
ae ee... 

2. Mr. Milgram refers to the 
irregular setting of type lines as 
“a new practice.” I can only sup- 
vose that he has been so pre- 
occupied with his daily affairs that 
he has not had sufficient time to 


Jelve much into advertising’s 
ie 
3. Mr. Milgram inquires the 


purpose of setting type in irregu- 
lar instead of regular blocks, if 
it is not intended to facilitate 
reading. Surely it has not escaped 
Mr. Milgram that copy blocks 
lead a double life—that they not 
only contain the deathless prose 
which touts a terrific tube or 
ballyhoos a benign beer, but willy- 


nilly become a design element in 
the over-all pattern of the adver- 
tisement. The size, shape and 
outline of a copy block thus affect 
the attractiveness of the ad. Ergo, 
it is sometimes desirable, for the 
sake of visual harmony or unity, 
that a particular copy block ap- 
pear in a form varying from that 
of a smooth-sided rectangle ... 

4. Mr. Milgram’s challenge to 
produce a book with irregular set- 
ting is entirely foreign to the 
argument; since in nearly all cases 
the objectives and the circum- 
stances of presentation of a book 
and of an ad differ widely. But 
if he will drag in these far-fetched 
analogies, then I suggest that he 
take ‘a little more time off and 
read some poetry, where irregu- 
larity of setting has been prac- 
ticed for centuries for the explicit 
purpose of making the matter 
easier to read... 

I do not contend against Mr. 
Milgram’s sincerity; but I do most 
assuredly (and with neither agony 
nor passion) aver that his logic 
is faulty, his conclusions unsup- 
ported by the evidence, and his 
verbal leaps unpreceded by the 
axiomatic looks. You set your ads 
square, Mr. Milgram, and I’m sure 
I'll admire them. We’ll set one 
a bit differently occasionally—but 
let us hasten to reassure you that 
we'll not let it get the best of 

Rosert G. Peck JR., 
The Vanden Co., Chicago. 
aan 


Calls Distribution Issue 
a ‘Real Contribution’ 

To the Editor: May I congratu- 
late you on your unusual issue of 
Oct. 25—where you printed a 
study of America’s distribution 
machinery. 

We think this is excellent ma- 
terial. 

ADVERTISING AGE has rendered a 
real contribution to the advertising 
and sales thinking of America. 

ARNOLD R. DEUTSCH, 


Deutsch & Shea, Inc., New 
York. 
gas 
Calvert Man Lands 
Next Door to WCTU 
To the Editor: Enclosed is a 


clipping from the Monday, Oct. 18, 
issue of the Cincinnati Times-Star, 
which is nothing if not startling. 

The $64 question that arises in 
our mind is who objected more 
strenuously to the juxtaposition 
—the WCTU or Calvert? Another 
answer we invite from Mr. Karl 
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| Amtt-Liquor Group Conrenes— 


Return of Prohibition Seen 
By State President of WCTU 


By RUTH RAMER , Fifth Street. About 500 delegates 
Prohibition failed bechuse tts *** ©*P 
enforcement was not in the hands 


of its friends, declared Miss Mary "I 
B. ‘oo. Columbus, premdent of Joe W. Spellman 


|the Ohio Woman's Christian Tem- 
| perance Umioon, in Cincinnati Mon- 
day. “But & will return,” she 
added, “although when or in what 
jform I am not prepared to say.” 
She came here for the seventy~- 
ffth WCTU state convention 


proc its campaign against 
the consumption of liqu “We 
pa 


Advertising Expert Reads Ade 
and Switches to Calvert Reserve 


W Speliman, display ad 
a7 Prarie St, Gi 


Finn, the Times-Star’s advertis- 
ing director, is this—did the make- 
up man do this from whimsy o: 
by accident? 

Sue D. FLETCHER, 

Account Executive, The Kee- 

lor & Stites Co., Cincinnati. 

agen 
‘Unfair’ Treatment Makes 
Small Agency Man Sick 

To the Editor: Let us join in the 
chorus against the restraint of 
trade practised by certain publi- 
cation groups. 

We have a letter that informs 
us we have “pending recognition, 
which means that when the 1,000 
lines of commissionable advertis- 
ing has been placed, your full 
recognition will be forthcoming. 

“During this pending period, 
which is extended for six months, 
your commissions will be held in 
abeyance...” 

WHAT A WAY TO SELL SPACE! 

HOW TO WIN FRIENDS AND INFLU- 
ENCE APPROPRIATIONS! 

HOW TO RESTRAIN SMALL BUSINESS 
FROM GROWING! 

Suppose five months and three 
weeks from now we find ourselves 
advising a client on an expendi- 
ture. Also, at that time, we have 
placed 900 lines. Look at the cute 
pressure to sell space in this group 
of publications! 

We are a small advertising 
agency. Our specialty is mail 
order. Most all our mail orde: 
ads are small space. Average size 
ad is between 35 and 52 lines 
It takes a lot of those to fill 1,000 
lines in one type of media in 
six months. 

All other media recognize us. 
A few may demand cash with 
order, which is fine, but they let 
us have our 15% so we can grow. 

All large agencies were not al- 
ways large agencies. But this par- 


If you’re interested in spectacular 
performance — sales performance — it’s 


the one on the right. She’s the 


Better Homes & Gardens reader, spending 
one of the highest incomes among all 

big magazines on everything that 

goes into homes. Over 3,000,000 heavy 
buyers at this high level are enough to 
take the entire output of most factories. 


America’s First Service Magazine 
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‘cular group has recently deter- 

ined to keep small agencies from 
ompeting with large ones. 

It makes the small agency man 
ick to his stomach at such unfair 
-eatment. 

Bruce LINDEKE, 

Lindeke Advertising Agency, 

Los Angeles. 


Calls ‘The Muncie Story’ 
Enjoyable and Instructive 

To the Editor: Having just com- 
pleted your very excellent feature 
on distribution in the Oct. 25 issue 
of ADVERTISING AGE, I hasten to add 
my comments that this is an ex- 
tremely valuable and very much 
appreciated addition to your pub- 
lication. 

I especially enjoyed the feature 
article by Mr. Bradway on “Mid- 
dletown, Indiana.” It was a com- 
prehensive, well-written, modern 
comparison of this famous test 
market and sample city. It made 
very enjoyable reading, and was 
extremely instructive. 

CHANDLER BATES JR., 

McCann-Erickson, Inc., Chi- 

cago. 


Patrons’ Pets Get a Break 
at Denver Restaurant 

To the Editor: The other day 
while dining at the Navarre Res- 
taurant in Denver we stumbled on 
a new feature of their service that 
occurred to us might make an in- 
teresting news item for your pub- 
lication. Denver’s 60-year-old and 
very famous Navarre under the 
management of Johnny Ott has 
always outdone itself in service to 
customers. For years they have 
maintained brown kraft paper 
bags and were always happy to ac- 
commodate requests for meat 
scraps and bones for pets. Now 
they have gone a step further in 
promoting this service by supply- 
ing a glassine, grease-proof bag 
and encouraging the diners to take 
home scraps for their pets. 

Enclosed is a sample of the glass- 
ine bag with the copy pasted on 
it, prepared by the Navarre’s ad- 
vertising agency, Harold Walter 
Clark, Inc., Denver. 

H. W. HAILeEy, 
Business Manager, The Rocky 
Mountain News, Denver. 


Blasts Foundation of Tire 
Copywriter's Ivory Tower 

To the Editor (Attention Crea- 
tive Man): The Millenium is here! 
In copywriting, that is. No more 
shall we move goods by such sor- 
did, crass appeals as these: 

“Pepsodent removes the film 
from your teeth”; 

“Spit is an ugly word”; 

“Ask the man who owns one”; 

“Have a Coke”; 

“Time to re-tire.” 

An ineffable ivory tower has 
een builded in the field of auto- 
nobile tire advertising. Its Dick- 
ensian occupant views his com- 
etitors with a lordly disdain as 
iis gold-plated typewriter pours 
‘orth its adjectival advocacy of 
he “safest, most luxurious tire 
ver built.” 

This tire is incomparably finer 
han any ever seen, its supremacy 
s unquestioned (by the copy- 
vriter) and it follows a sensa- 
ionally successful predecessor. 

It offers an indescribably softer, 
ess fatiguing ride and in con- 
truction, it is a sheer master- 
yiece. 

Blowouts? It 
rever—blows out. 

Mileage? This magnificent tire 
vill outrun any other tire in the 
vorld. 

This literate appeal has been 
nade to 9,395,736 breathless read- 
ers of Life and The Saturday Eve- 
ving Post in recent weeks. The 
pace rates for these publications 
one probably exceeded $50,000. 

The Lord blessed me with a 


never—literally 


vivid imagination, but it balks 
at the thought that Goodyear 
could possibly have received full 
value for this expenditure. 

If this prime sample of gobble- 
dygook does not merit my feeble 
critique I should be glad to be so 
informed. 

If it strikes you as it does me, 
brush your typewriter keys with 
that special iconoclastic acid of 
yours and blast it. 

JoHN McCuL.Loucu, 
Hammond, Ind. 


Admiral Did It First, 
Public Relations Man Says 
To the Editor: Kaiser-Frazer 
might be the first big auto manu- 
facturer planning to come out 
with a really low-priced car, but 
I must disagree with their state- 
ment in Lawrence Hughes’ fine 
feature article (AA, Oct. 18) say- 
ing that their Nov. 2 “election 
telecast will involve the first use 


of the coaxial cable in the Middle 
West.” 

We are public relations counsel 
for Admiral Corp. (Chicago manu- 
facturer of radios, radio-phono- 
graphs, television sets, electric 
ranges and refrigerators). Ad- 
miral recorded this historic first 
Sept. 20 when it sponsored the 
first commercial program to be 
televised from Chicago over a 
coaxial cable network hookup of 
the American Broadcasting Co. 
Four stations (WENR-TV, Chi- 
cago, WTMJ-TV, Milwaukee, 
WEWS, Cleveland, and WBEN- 
TV, Buffalo) were included on 
the hookup. Five days later Ad- 
miral sponsored the first sports 
event to be telecast over ABC’s 
Midwest chain which included the 
above stations plus WSPD-TV in 
Toledo and WBKB in Chicago in- 
stead of WENR-TV when it tele- 
cast the Notre Dame-Purdue game 
from South Bend, Ind. 

Attached is a news release con- 


firming the above statements. 

MARSHALL BLAKE, 

Account Executive, The Jos. 

W. Hicks Organization, Chi- 
cago. 


Gets Hotel Chain Accoun. 


Kaufman & Associates, Chicago. 
has been named to handle the ad- 
vertising of Abbell chain of hotels, 
including the Willard, Washington, 
D. C., Paramount, New York, Al- 
exandria, Los Angeles, DeSoto 
Hotel, St. Louis, Summit Hotel, 
Uniontown, Pa., and the Stanley 
Hotel in Estes Park. Newspapers 
and outdoor posters will be used. 


EXPORT @ 9 


TRADE & SHIPPER 
Circulates in the U.S. A. 
it is read 
by Export Managers 
of 
LEADING AMERICAN 
MANUFACTURERS 


20 Vesey Street, New York 7, N. Y. 


547 SOUTH CLARK STREET * CHICAGO * WABASH 6284 


Read this at the 


risk of scuttling 
some old ideas! 


Funny how often you hear, ‘‘Women spend 


85 cents of every dollar.”’ Funny — because 


it isn’t so! 


It’s not even true in women’s watches! Hus- 


bands alone buy twice as many as wives. 


Or radios. Husbands buy twice as many 


radios — and decide on the brand them- 


selves, too — as wives. 


Or even plenty of home appliances. Twice 


as many husbands buy kitchen mixers as 


wives. 


ahaa aCe ae 
ik ey nt wees tra 
oe MUR hakae ices! © 


These facts surprised us, too. We would 


have said that more men buy liquor, for 


example, than women — but the ratio is 8 


to 1! And naturally we expected that men 


do the greatest buying of cigars and shaving 
things. But we didn’t guess that husbands 


buy 9 times as much gas and oil — 9 times 


as many tires, spark plugs and batteries — 


as their wives. 


Me 


A. S. Bennett Associates surveyed this whole 


matter for us. They found out exactly, 


scientifically, how much male or female in- 


fluence there is in the buying and brand 
selection of 65 different products. 


=: -F fF 


If you'd like to know what we know about 
your product, write TRUE, the Man’s Magazine, 
Dept. A, 67 West 44th St., New York 18,N.Y. 
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Soreng Readies Push 
for Air Conditioner 


Cuicaco—Beginning next Feb- 
ruary, Soreng Mfg. Corp. will open 
an extensive newspaper, magazine 
and radio promotion for its radi- 
cally new room air conditioner. 

The new device, which carries 
an unusual type of cooling mech- 
anism and a radiating coil con- 
Structed on entirely unconven- 
tional lines to give four times con- 


ventional efficiency, now is being 
prepared for mass production. 

More than 10,000 of the condi- 
tioners will be built next year, 
and the 30 distributors who will 
handle the mechanisms are now 
being briefed on planning and 
preparing cooperative promotion 
programs. 

Black-Stone, Inc., is exclusive 
sales representative, and adver- 
tising is handled by Rogers & 
Smith here. 


Henry to Leave WBBM 


Michael Henry, who has been on 
the sales staff of Station WBBM, 
Chicago, will become president of 
Central Illinois Radio Corp. and 
general manager of Station WWXL, 
Peoria, Ill., effective Dec. 1. 


Nixon Appoints Crissy 


William R. Crissy, formerly di- 
visional sales manager of P. J. 
Ritter Co., has been appointed an 
account executive of Seggerman 
Nixon Corp., New York. 


ortan 


to buyers of 
newspaper space 


X Media Records figures for the first 6 months of 1948 — 
including retail, general and department store grocery 
linage — showing the 20 leading newspapers: 


1—HOUSTON CHRONICLE (E & S) 
2—MIAMI HERALD (M & S) 
3—CHICAGO DAILY NEWS (E) 
4—PHILADELPHIA BULLETIN (E & S) 
5—DETROIT NEWS (E & S) 
6—WASHINGTON STAR (E & S) 
7—PITTSBURGH PRESS (E & S) 
8—DALLAS TIMES HERALD (E & S) 
9—BALTIMORE SUN (E & S) 
10—DES MOINES REGISTER & TRIBUNE (E & S) 
11—NEW ORLEANS TIMES PICAYUNE (M & S) 
12—CHICAGO HERALD AMERICAN (E & S) 
13—SYRACUSE HERALD JOURNAL AMERICAN (E & S) 
14—MILWAUKEE JOURNAL (E & S) 
15—MINNEAPOLIS STAR TRIBUNE (E & S) 
16—PORHAND JOURNAL (E & S) 
17—COLUMBUS DISPATCH (E & S) 
18—ST. LOUIS POST DISPATCH (E & S) 
19—YOUNGSTOWN VINDICATOR TELEGRAM (E & S) 
20—CHICAGO TRIBUNE (M & S) 
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1,173,934 
1,119,822 
1,118,445 
1,113,341 
1,097,810 
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ee ee ewe 


We are proud, that for the first six months of 1948 we 
have maintained, over all newspapers in America, our 
leadership in grocery advertising that we established for 
the entire year of 1947. Here is very convincing evidence 
of the Chronicle’s dominance in the richest trade area of 


the entire South! 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


THE BRANHAM COMPANY 
National Representatives . 


R. W. McCARTHY 


Advertising Director 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 35 CONSECUTIVE YEARS 
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ulcers acting up. 


made with Carstairs. 


every power o 


The Creative ans Corner 


Well, boys, all The Creative Man can say is—you had it 
coming. Here is an ad written to and about ad men. 

Read it carefully. Go ahead. You get in the office at 
10 o’clock. You read the ad news. You hear the account 
you’re servicing is about to be cut one-third. You feel your 


So what do you do? Take a bath in Lifebouy? Spread a 
little Arrid under your axillae? Buy yourself a suit of Timely 
clothes? Change to Havoline motor oil? Of course not! You 
take the client out to lunch—at 12:30—and order cocktails 


Following which, do you have the cut canceled? Oh, no— 
not yet. If you did, Carstairs couldn’t get in any extra licks. 
You visit the client again—at 4:30—and learn he isn’t going . 


A DAY IN THE LIFE OF 
AN AD MAN 


I— The Account Executive 


ll 390 spt hte Brings 
f persuasion to bear 

-without visible result. Thinks 
maybe « good lunch will isprove 
client's frame of wind 
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12:50 orders cocktails. Makes 
sure to specify delicious Car- 
stairs White Seal whiskey. Drinks 
taste eo good client realizes A. E 
is a gan who cares.. for the 


7:30 Buys several betties of Carstairs as 


personal gift to clien Realizes 


Conbemmmle A%°s 0 tose 00 has aun buteet, 
Resolves to send Ceretairs to ai) his friends 
this Yuletide. (P.S.: Why don't-yoy do that, too?) 


to send to the client. 


4:30 Visits client once 
t 


Learns that budget 
decr » after all 

client's attitude was impr 

by his enjoysent of Carstairs. 


the price is so 


to cut the appropriation after all. What do you do then? 
Buy him another drink? No—you suspect he changed his 
mind because you ordered Carstairs for lunch. Just to cele- 
brate, you go to a nearby bistro and hoist another Carstairs, 
and on your way home you buy several bottles of Carstairs 


That constitutes a day in the life of an ad man, Un- 
doubtedly this whole Carstairs series, when it has run its 
course, will be incorporated in the seminar the Four A’s has 
set up to discover and develop new advertising talent among 
the youth of the nation. It ought to be. There are too many 
people in advertising already. 


\ 

\ 

\ 

) 

) 

nore. 5°50 Celebrates his luck with 
will not be Giretaire at favorite bistro. 

Suspects Appreciates even sore the Per- ‘ 

fectly Balanced Blend that's \ 

\ 

) 

\ 

\ 

\ 

\ 

\ 


rich yet light, wild yet hearty. 


fine who Cares Says: 


CARSTAIRS 
White Seal 


Blended with Care...for Men who Care 


——— 


Carstairs Bros. Distilling Co., Inc., Baltimore, Md. 
BLENDED WHISKEY, 86.8 , 72% Grain Neutral Spirits 


Transfilm Appoints Doner 


W. B. Doner & Co., New York, 
has been appointed to handle 
the promotion and public relations 
activities of Transfilm, Inc., New 
York, producer of television, edu- 
cational, commercial and documen- 
tary films. 


Ad Bureau Names Hassinger 


Dent Hassinger, assistant wes- 
tern manager of the Bureau of 
Advertising, American Newspaper 
Publishers Association, has been 


appointed acting western mana- 
ger in charge of the bureau's 
Chicago office. He succeeds Lyman 
Hill, who has resigned as western 
manager. 


Gas Group Names Crocker 


Stuart M. Crocker, president of! 
the Columbia Gas & Electric Corp. 
New York, has been appointed 
vice-chairman of the committee on 
promotion, advertising and ie- 
search of the American Gas As:0- 
ciation. 


COMPLETE CIRCULATION MANAGEMENT FOR BUSINESS PUBLICATIONS 


Our service includes: 
. i -" Sales Promo- © Daily List Maintenance! 


© Addressing and Sogette 


a Statements. Micro-rec- Fulfillment Serv 


ords and Correspondence! « wation. wide Howe Dis- 
bution! 


© Regular Renewal Follow-up! tri 
Want more information? ae or call: 


PUBLISHERS: 


Phone 


WEtste 9-3773 


Many progressive publishers of paid 
or controlled publications have dis- 
covered that this complete circulation 
service produces amazing results, re- 
lieves them of all worry, reduces ex- 
penses, and puts their magazine in 
a top competitive position. 


svelspmenit Corp. 


7 evclofsm Chicago 5, Illinois 
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Kaplan Issues New 
CED Study on Small 
Business Problems 


New York—“Small Business: Its 
Place and Problems” is an exposi- 
tion of the role of small enter- 
prise in our economy, an analysis 
of its problems and an evaluation 
of its usefulness, with suggestions 
of policies that can help strengthen 
its position, both socially and eco- 
nomically. 

A. D. H. Kaplan, senior staff 
member at the Brookings Institu- 
tion, has put aside the rose-colored 
glasses of the politicians who view 
“small business”, “mother”, “fam- 
ily” and “tolerance” in the same 
uncritical light, and has written 
a surprisingly objective and im- 
partial account of American small 
business and its position in our 
present day economy. 

The volume, a research study of 
the Committee for Economic De- 
velopment, offers a critical analy- 
sis of the repeated charges of waste 
caused by the high casualty rate 
of the small enterprises, and 
compares the prewar and postwar 
patterns of the business population. 

Mr. Kaplan discusses the relative 
efficiency of small business, and 
the necessity for guidance and 
counsel to improve its position. 
Also covered is the problem of ob- 
taining term loans, short-term 
credit and equity capital. Mr. 
Kaplan offers a plan for a network 
of capital banks operating under 
the Federal Reserve Board as one 
solution to the problem of finan- 
cing small business. 

The book is published by Mc- 
Graw-Hill Book Company ($3.25). 


FTC Adds Planters, 
Others to Complaint 
Against Candy Firms 


WasHINGTON—The Federal Trade 
Commission has added 24 more 
candy and confectionery manu- 
facturers to a list of industry lead- 
ers accused of allowing illegal 
price advantages to Automatic 
Canteen Co. of America and a 
handful of other big retailers. 

The latest list, composed of firms 
in the eastern and central part of 
the country, includes American 
Chicle Co., Long Island City, and 
Planters Nut & Chocolate Co., 
Wilkes-Barre, among others. 

Like the ten firms named in an 
action last May, the 24 firms are 
accused of providing a handful of 
important customers with “free 
deals,” “allowances for services 
and facilities,’ special wrappers 
and other advantages not available 
on proportionately equal terms to 
all customers who sell in competi- 
tion with these firms. 

Automatic Canteen Co., which 
operates 150,000 vending machines 
in 33 states, is named as a favored 
customer in 23 of the 24 new com- 
plaints. Others are A&P, New 
York; Walgreen, Chicago; Mills 
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POW WOW-—The photographer caught the chiefs of the four major networks together 

at a meeting of the Radio Executives Club in New York. Left to right: Mark Woods, 

ABC; Frank Stanton, CBS; Niles Trammell, NBC; Edgar Kobak, Mutual, with Carl 
Haverlin, president of Broadcast Music, Inc. and the REC. 


Paint Group Outlines 


Ad Plans at Meeting 

The National Paint, Varnish and 
Lacquer Association presented 
plans for an institutional campaign 
at its 60th annual convention in 
Chicago on Nov. 9. Ernest T. Trigg, 
chairman of the association’s ex- 
ecutive committee, and Curtis 
Pratt, vice-president of Young & 
Rubicam, outlined the campaign 
to begin in early 1949 with four- 


color pages in Better Homes & Gar- 
dens, Country Gentleman, The Sat- 
urday Evening Post and Time. 
Young & Rubicam, New York, is 
the agency. 


NBC Promotes Boone 


William W. Boone, assistant au- 
ditor for the western division, has 
been appointed business manager 
of the western television opera- 
tions of NBC, Hollywood. 


Appoints Aitkin-Kynett | 


Brown Instrument Co., Philadel- | 
phia, a division of Minneapolis- | 
Honeywell Regulator Co., and ma- 
ker of various types of industrial 
instruments for manufacturing and 
processing, has appointed Aitkin- 
Kynett Co., Philadelphia, to handle 
its advertising. : 


Food Sellers Digest 


the West's unique restaurant monthly, is 
young and slim and shapely. Its ae | 
is thus unexcelled. House ads prove tha 
your sales m e will also be unusually 
effective. Write for sample copy and 
ecard TODAY to 


Food Sellers Digest 


2385 Edgewater Ter., Los Angeles 26 


O. A. FELDON & ASSOCIATES 


Publishers Representatives 


185 North Wabash Avenue 


Chicago 1, Ill. 


DEarborn 2-5272 


‘is... 100... zs Loledo 


While best known for its fruit orchards and vineyards, 
Ottawa County has wide and sound diversification of 
farm income, with production well proportioned among 
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TOLEDO 


...and this is the 


OTTAWA COUNTY, OHIO... 


...with “apple and peach 


BLADE. 


The Blade always has been aware 
of the importance of agriculture 
in the development and progress 
of the entire community it serves, 
and has maintained from 


the 


Automatic Co., Long Island; Pack 
Shops, New Haven, and F&W 
Products, Waverly, R. I. 


fruit growing, dairying, soybeans, truck crops, wheat 
and poultry. The “Islands”, including Catawba (really 
a peninsula), are nationally famous for soil and climate 
peculiarities which produce fine grape wines—one of 
the three areas in the United States whose wines are 
most esteemed. Lake fishing is an important industry, 
and lake marsh lands are highly developed for hunting, 
trapping, and commercial raising of fur-bearing animals. 
Ottawa County is a prime example of the diversity of 
production which gives stability and balance to the entire 
14-county Toledo Retail Trading Area. 


TOLEDO BLADE 


One of America’s Great Newspapers 


—in One of America’s Great Cities 
REPRESENTED BY MOLONEY REGAN & SCHMITT, INC. 
MEMBER OF AMERICAN WEWSPAPER ADVERTISING NETWORK 


beginning a Farm Department 
printing well-edited news of 
special interest to progressive 
farm folks. Making a paper of 
value to ALL its readers is an 
underlying reason why The Blade 
enjoys such an unusual coverage 
not only of its city and metro- 
politan zones but of the entire 
retail trading area... a degree of 
coverage which is indeed unique 
among newspapers of the nation. 


D’Arcy Ellis has been appointed 
director of sales for Pure Gold Mfg. 
Co., Toronto, the eastern division 
of Blue Ribbon Corp., grocers’ sun- 
5. dries and Blue Ribbon tea and 
coffee. Mr. Ellis has been with 
Pure Gold for more than 18 years 
and is a member of the board of 

} directors. 


) Pure Gold Appoints Ellis 


S- McCarney Promotes Bowers 

a Gladys Bowers, a space repre- 
» sentative for R. W. McCarney Co., 
Philadelphia, publishers’ represen- 
tative, has been named sales pro- 
motion manager of the company. 


Now ‘Variety Merchandiser’ 
Syndicate Store Merchandiser, 
New York, has changed its name 
to Variety Merchandiser, effective 
‘ De NOVEeTD De i€ 


Write for booklets, 
“This is Toledo”, 
“The Toledo Market” 
and 1948 Market Map. 
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‘Joan’ Premiere on TV 
Ceremonies attendant.upon the 
premiere of the heavily advertised 
“Joan of Arc,” the new Ingrid 
Bergman movie, in New York Nov. 
10 were televised over WJZ-TV 
from 8:30-9 p.m., EST. RKO Radio 
Pictures, through which the Sierra 
Pictures film is being released, 
paid the production costs for the 
telecast. The time was donated. 
Proceeds from the premiere go to 
the United Hospital Fund. Foote, 
Cone & Belding is RKO’s agency. 


Apparel Men Name Gertsman 
Dan Gertsman has been named 
chairman of the Market Week to 
be held by the California Apparel 
Creators, Jan. 9-12 in Los Angeles. 


Some ABC Offices Move 


ABC operations formerly ema- 
nating from 33 W. 42nd St., New 
York, are being transferred to the 
ABC television center at 7 W. 66th 
St. Involved are owned and oper- 
ated stations, cooperative pro- 
grams, local and spot sales and 
WJZ, all under the supervision 
of Murray G. Grabhorn, ABC vice- 
president. Phone number for the 
television center is TRafalgar 
3-7000. 


Nelson Appoints Sloan 


Julius Nelson Corp., New York, 
maker of coats and suits, has ap- 
pointed William Lawrence Sloan 


Advertising, New York, to handle! 


its advertising. 


Landau 


tileon fy 


Philadelphia 


HIGHSPOT BULLETINS 


SPECTACULARS * WALLS 
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‘Kaleidoscope, 


Despite Changes, 
Will Keep Going 


New Publisher Gets 
Set for Long Pull; 
Circulation Rises 


New YorK—The kaleidoscopic 
early career of Kaleidoscope, $2 a 
copy, “15 magazines in one” fash- 
ion publication, has settled down 
for long-term service to this com- 
bined $14 billion annual “indus- 
try,” said William H. Husted, new 
president and publisher. 

In late September, within three 
weeks after publication of the first 
issue, for October, Kaleidoscope’s 
pioneer and first publisher, Arthur 
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W. Collins, resigned in a fight with 
the magazine’s wealthy directorate, 
and Mr. Husted succeeded him 
(AA, Oct. 4). 

Kaleidoscope’s first issue car- 
ried 172 pages of advertising. The 
second, for November, carried 56, 
and December has 22%. Mr. Hus- 
ted said that “We sold almost 
double that amount but the plate 
problem interfered. The magazine 
must come out on time. Each issue 
will be published the first week 
of the month preceding date of 
issue.” 


sa He emphasized that whatever 
the advertising volume, the maga- 
zine will carry at least 200 pages 
of editorial material an issue. Paid 
circulation, at $24 a year, is now 
15,000. “We lost some after the 
first issue,” he explained, “but now 
we're beginning to add again. The 
first issue, we estimate, had 12 
readers per copy. Currently the 
figure is 4.8.” 


PO a ae SRE mr} 


TO SELL IN OHIO... 


remember—only one newspaper covers its 
12-county heart with effective circulation 


‘D—Daily Dis- 
potch circula- 
tion 

$—Sunday Dis- 
patch circula- 
tion 

in the 12-county, 

ABC designated 

retail trading rone 


MORROW 
4,571 
families 


D—655 9,153 
. S—824 families 
D—1,511 
UNION ' 
5,757 DELAWARE $—3,399 
families F — 
amilies 
ey 3,279 LICKING 
: S—4,429 18,346 
families 
FRANKLIN 
105,742 D—3,300 
S—9,401 
MADISON 


KNOX 


5,451 
families D—111,012 
D—2,696 S—114,880 
S—?2,962 
PICKAWAY 
6,960 
FAYETTE families 
Pros D—2,331 
amities 
p—1,215 $3,517 


S—2,804 


Without that newspaper, you're actually neglecting 


one of Ohio's 


richest areas —a_ stable-income, 


diversified-industry, 12-county market. The Co- 


lumbus Dispatch 


really covers it — far more com- 


pletely than any other central Ohio newspaper. 
Cincinnati and Cleveland papers don’t penetrate 
any of those counties to any worthwhile degree — 
while the Dispatch blankets them! 


THE COLUMBUS 


FAIRFIELD 


13,274 PERRY 
families P par 
amilies 
ce) ii 
; $—2,130 


HOCKING 
5,729 
families 


D—743 
S—1,262 


Look at the county circulation figures shown 
above. Compare them with the number of families. 
See for yourself the effective coverage The Co- 
lumbus Dispatch offers you in this Central Ohio 


Market. . 


. a coverage no other newspaper can 


match. In Central Ohio, “The Dispatch Alone Is 


All You Need!” 


Ohio's Greatest Home Newspaper 


DISPATCH 


National Representatives: O'MARA & ORMSBEE, Inc., New York, Chicago, Detroit. Los Angeles. San Francisco 


In addition to material, each 
with a separate cover—on 15 sep- 
arate fashion fields, ranging fron 
coats and furs and corsets anc 
brassieres, to jewelry, handbag: 
and cosmetics—each issue carrie 
a general section and each offer: 
one or more special features. Th« 
October issue carried a special re- 
port from Paris; the Novembe: 
emphasized California fashions. In 
December there will be a feature 
on the “All-American dress,” and 
January will stress intra-store 
television. 

Slender, quiet, bespectacled Bil! 
Husted is excited about the poten- 
tialities of TV in merchandising 
He thinks that effective tie-ups 
between manufacturers and re- 
tailers on television in stores and 
over local stations will “revolu- 
tionize brand names.” 

There may be announcements 
soon of further plans in this me- 
dium. , 


s Kaleidoscope is stepping up its 
editorial tempo, under Martha 
Stout, editor, to help readers keep 
ahead of fashion trends. Today, 
Husted said, the magazine is “80% 
a compendium of current trends. 
This will be reduced to about 20% 
as we increase emphasis on fore- 
casts of forthcoming offerings.” 

A news book, Kaleidoscope is 
prepared to mail any “terrific 
story” that develops between issues 
to all readers. 

The 14 stockholders who in- 
vested $450,000 in the venture are 
putting up additional money now. 
The $500,000,000 estimate of their 
combined wealth may be a bit con- 
servative. Harold Talbott alone is 
said to be worth $300,000,000. Sec- 
ond largest stockholder, after Ar- 
thur Collins, is Jack Chrysler. 

Among the 44 advertisers who 
have signed contracts for three to 
12 pages for 1949 are the Chrysler 
and DeSoto divisions of Chrysler 
Corp. and Life. 

Mr. Husted, long an associate of 
Talbott in the investment busi- 
ness, said that Collins’ disagree- 
ment with other directors and the 
reduced advertising volume had 
not led to drastic reorganization: 
“The staff is intact. Only two peo- 
ple, Collins and Rowe Giesen, pro- 
motion manager, have left. We’re 
all at work putting Kaleidoscope to 
work for the fashion industries.” 

John Moses continues as vice- 
president and advertising director, 
and Gerald Broidy has become 
promotion manager. 


Gass to World Calendar 


J. Frank Gass, formerly with 
the international division of Foote, 
Cone & Belding, New York, has 
been appointed director of the 
World Calendar Association, Inc., 
New York, and acting director 
general of the World Calendar 
Association International. The 
World Calendar Association is a 
non-profit organization advocating 
the adoption of a perpetual cal- 
endar of 12 months with equa! 
quarters by all the countries o 
the world, to replace the Gregoriar 
calendar now in use. 


Kidder Appointed 


Martin H. Kidder, formerly east- 
ern sales manager of Electric Aut« 
Lite Co., has been appointed gen- 
eral sales manager of the Airtex 
automotive division of Chefford 
Master Mfg. Co., Fairfield, Ill. He 
succeeds S. J. Somberg, who has 
resigned. Mr. Somberg will con- 
tinue with the company in another 
executive capacity, making his 
headquarters in the Chicago office 


Two Appoint Roush Agency 


L. W. Roush Co., Louisville and 
Nashville, has been named to di- 
rect the advertising of the Life & 
Casualty Insurance Co. and K. F. 
Cline Co., both in Nashville. 


G. P. Paine Joins ASA 


George Porter Paine, formerly 
with John Price Jones Corp., New 
York, has joined the Americar 
Standards Association, New York 
a; promotion director. 
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Amplifies Stand 
on Polls; Still 
‘Not Scientific’ 


‘Charlatans’ Term Not 


Intended to Apply to 
Pollers, Says Politz 


New Yorx—Alfred Politz, head 
o! Alfred Politz Research, Inc., who 
was quoted in ADVERTISING AGE 
last week as saying about the 
election poll debacle: “This is good 
for the research business .. . It 
will help us to get rid of the 
charlatans ...” believes his com- 
ments ought to be clarified, al- 
though he still believes that sam- 
pling methods used for election 
forecasts are “not scientific.” 

In a two-page letter to AA, Mr. 
Politz said that the word “charla- 
tans” which AA quoted him as 
using “was used as if I applied 


Polls 


the term in characterization of the 
election forecasters.” 

He asserted that he employed 
the term “in a general discussion 
of the field and the problems con- 
fronting those engaged in it, with- 
out reference to any person and 
particularly without reference to 
the election forecasters: 


s “One of those problems is that 
of encouraging the use of strict 
terminology as a weapon against 
the charlatanism which all of us 
in the research field have to fight 
and which tries to disguise itself 
by the inaccurate application of 
the word ‘science’. If the repu- 
table members of our own profes- 
sion use the word ‘science’ loosely, 
it has only one effect, that is to 
make it easier for charlatanism to 
creep into our field. On the other 
hand, if the leading men in our 
profession all agree not to apply 
the term ‘science’ to dubious sta- 
tistical methods, it will help the 
whole profession, that is the elec- 
tion forecasters as well as those 
who criticized their methods in 
the past, to get rid of charlatanism. 

“Completely irrespective of the 
widely publicized election fore- 
casts, which I consider guesses 
rather than statistics, the election 
forecasters have contributed a 
great deal to the development of 
sound research. I do not doubt 
their integrity. I am serving on 
the same committee with our elec- 
tion forecasters in which we try 
to combat charlatanism by means 
of establishing ethical codes. One 
of the men participating in the 
election forecasts is a personal 
friend of mine. I am unhappy to 
see recognized members of the re- 
search profession penalized by un- 
fortunate events—and I am happy 
that the weaknesses of sampling 
and analytical methods which I 
have combatted for several years 
are demonstrated. 


« “In my opinion, and in the opin- 
‘on of the leading government 
tatisticians, stated long before 
948, the quota samples used for 
«lection forecasts are not scientific. 
‘he congressional investigation of 
previously successful forecast 
las also thrown considerable light 
in this point. The statements re- 
arding an error margin which 
fave been made by election fore- 
casters are unscientific since a quota 
sample is characterized by the ab- 
s2nce of a basis for the calculation 
(f the probable error. These quota 
amples can arrive at a 20, 30 or 
0% deviation from the true value 
instead of a hoped-for 3 or 4% 
largin. 
“I have tried to convince indus- 
ry of the need for avoiding these 


quota samples. I am greatly dis- 
turbed by seeing these non-statis- 
tical samples labelled as ‘scientific.’ 
I am in complete agreement with 
the leading survey statisticians of 
the government agencies that a 
scientific sample requires adher- 
ence to principles opposite from 
those of the quota sample. 


ws “It is one of the major condi- 
tions of a scientific sample that 
the interviewer is not permitted 
any choice as to which household 
or which individual is to be inter- 
viewed. 

“Since real scientific sampling 
techniques have been available for 
many years, the application of the 
term ‘science’ to something that 
has been discovered as fallacious 
in the past is unjustified. The ap- 
plication of this term has led news- 
paper and magazine editors and 
their readers into an unfounded 
belief in the trustworthiness of 
such surveys. Moreover, even if 
adequate sampling methods had 
been used, the enormous uncer- 
tainty about eligible non-voters 


still makes any statement about 
‘scientific accuracy within 4% 
limits’ definitely unsound and dan- 
gerous. 

“The great caution which the 
layman will now apply to future 
claims of ‘science’ will force our 
profession into a much more criti- 
cal appraisal of its own termin- 
ology.” 


WONS Appoints Kennett 


Robert L. Kennett, for five years 
with the program department and 
Radio Sales division of CBS, New 
York, has been appointed manager 
of WONS, Hartford, Conn., Yankee 
Network station, succeeding Ro- 
bert Manby. Mr. Manby has been 
named to an executive position 
with the organization to develop 
~ new phase of its network opera- 
tions. 


Loblaw Groceterias Names 2 


Frank W. Morley has been ap- 
pointed sales manager of Loblaw 
Groceterias Co., Toronto. George 
E. Huffman has been named vice- 
president in charge of merchan- 
dising. 


Names Luckoft, Wayburn 


Luckoff, Wayburn, & Frankel 
Advertising, Detroit, has been 
named to direct the advertising of 
Arrow Mfg. Co., Kansas City, Mo., 
for Arrow sponge pads, and Grin- 
nell Brothers, Detroit, distributor 
and manufacturer of musical in- 
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These leaders, proud and enthusiastic 


Lions is in $5,600 - $6,500 bracket. 


To reach a wealthy export market of 
LATIN AMERICA Lions, ask for de- 
tails about EL LEON, about, for, and 
edited by Latin-Americans. 


THE LION 


New York: S$. L. Feiss 


Why 338,000 Business Leaders 
Read THE LION MAGAZINE 


members of Lions Clubs Groughent 
North America in 6,200 communities, turn to THE LION for news pic- 
tures about Lions Clubs. That’s why they read it! 


THE LION, as an advertising medium, gives you a rare combination of 
excellent readership and market of business executives. Average income of 
And THE LION 
circulation in its field at the lowest cost per 1,000 readers. 


(Official English Publication of Lions International) 
Advertising Representatives 
Chicago: Burton H. Johnson 


ives you the 


Write for brochure on LION read- 
ers. Send request to LION MAG- 
AZINE, Room 355, 332 S. Michigan 
Ave., Chicago 4, Ill. 


MAGAZINE 


Los Angeles: Henry & Simpson 
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National Representatives . . . O'Mara & Ormsbee, Inc. 
Les Angeles *° 


New York ° 
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Detroit * Chicege ° 


Dollars in buying power... 


Vollaralley of the ees 


n the Billion Dollar Valley—the gold rush country of 
'49—nearly everybody is flush today. Flush from a 
variety of enterprises. These together yield 214 Billion 


support an annual retail 


trade that tops San Francisco's by virtually 500 Million.* 


Are you getting your share of this nugget? The only 
way to do it is through strong /ocal newspapers. Because 
the Billion Dollar Valley is an independent market. Out- 
side newspapers get around as little as New York papers 
do in Philadelphia. So schedule The Sacramento Bee, 
The Fresno Bee and The Modesto Bee. Those three 
McClatchy newspapers reach far more Valley people than 
any competitive combination—local or West Coast. 


* Sales Management's 1948 Copyrighted Survey 
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THE SACRAMENTO BEE 


Sen Francisco 


THE MODESTO BEE 


THE FRESNO BEE 
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Ac’cent Makes Bow in 


First City-Wide Test 


International's First 
Food Product on Sale 
in Springfield Trial 


Cuicaco—The advertising ac- 
cent goes on Ac’cent this week as 
International Minerals & Chemical 
Corp. breaks the first major con- 
sumer test for this food flavor in- 
tensifier in the Springfield, IIL, 
market. 

The initial city-wide test marks 
another and unique milestone in 
the history of the company, which 
up to now has dealt mostly in ton- 
nage operations in marketing huge 
supplies of fertilizer, phosphate 
and potash. International is going 
into the food business. It hopes 
eventually to establish Ac’cent as 
a more widely used culinary aid 
in restaurants, hotels and institu- 
tions, and as an ingredient in 
more of the thousands of food 
products offered by major pro- 
cessors. 

The 39-year-old firm, for more 
than 30 years the largest miner of 
phosphate rock in the United 
States and a leading manufacturer 
of fertilizer, has appropriated 
$300,000 for a year-long adver- 
tising and marketing campaign to 
promote Ac’cent. 


e Ac’cent is much easier to pro- 
nounce than what it is—MSG, or 
monosodium glutamate—which is 
one of the reasons why Interna- 
tional selected that name for the 
White crystalline substances re- 
fined from vegetable protein until 
it is more than 99% pure. 

International is the biggest pro- 
ducer in the field, and the first 
to try to popularize its brand in a 
major consumer test. 

Plenty of emphasis has already 
been placed on Ac’cent in the in- 
stitutional market, with the com- 
pany using eight and four-page 
color advertisements in October 
issues of publications serving ho- 
tels, 


tians, stewards and caterers. But 
Springfield families are going to 
hear plenty about the product, 
too, and how it “makes food fla- 
vors sing!” 


@ The consumer test includes ex- 
tensive advertising in the two 
Springfield dailies, the State Jour- 
nal and Register, in the weekly 
Citizen’s Tribune, and frequent 
radio spots on the two Springfield 
stations, WCVS and WTAX. The 
product will make its bow in a 
new two-ounce size, packaged in a 
red, silver and white all-metal 
container, retailing at 49¢. 
Newspaper copy, starting with 
a full page Nov. 16, will include a 
follow-up ad of 1,200 lines and 
subsequent copy of 800, 


restaurants, hospitals and | the news of Ac’cent and how it 
other institutions, as well as dieti-| makes food flavors sing.” 


140, 56) 


and 42 lines. On the two stations, | 


one-minute commercials will re- 
peat the slogan, “Ac’cent makes 
food flavors sing,” 
dule calling for announcements at 
least twice a day, three days a 
week. 

All Springfield groceries and 
markets have been urged to fea- 
ture Ac’cent, and have been sup- 
plied with displays and other 
point-of-sale material. An eye- 
eatching red-and-vyellow display 
carton for the counter holds 12 
two-ounce cans of Ac’cent. A two- 
color fact folder for direct mail 
and counter use explains the 
taste-accentuating properties of 
this seasoning. 


@ Ac’cent taste tests will be em- 
ployed during the early stages of 
the Springfield campaign, with 


shoppers in the larger stores being 
invited to try sample foods with 
and without Ac’cent. Similar dem- | 


| 


with the sche- | 


onstrations have proved highly 
successful at national trade shows, 
where International set up a spec- 
ial booth and gave convention 
guests a kind of “Which twin has 
the Toni?” test. Ac’cent titillates 
the taste buds, the great majority 
of convention goers agreed. 
Samples also will be used, and 


Thanksgiving basket stuffers will | 


urge housewives to try Ac’cent for 
their big holiday meal, as well as 
for the leftover portion of the tur- 
key the next day. 

Present plans call for a_ six- 
month test in the Illinois market, 
while repeat purchases will be 
carefully analyzed, and other 


sales and merchandising factors | 
studied. Whether the consumer | 


trial will be extended to other 
markets has not been disclosed. 
The product is being sold by more 
than 200 fine food stores in met- 
ropolitan cities throughout the 
country. The only other consumer 
advertising to date, small-size 
copy in The New Yorker, will be 
continued on the same scale. 


@ Plans for “Ac’cent Day” to- 
morrow were explained to media 
representatives recently by execu- 
tives of International and J. Wal- 


STARTER—International Minerals & Chem- 
ical Corp. starts its first major consumer 
test for Ac’cent with this newspaper page 
in Springfield, lll., picturing the new two- 
ounce package of the product. 


taste of inferior food, but dietit- 
ians and chefs are agreed that it 
makes good food taste even better. 
It is especially useful in foods that 
must be kept on a steam table and 
which otherwise lose a lot of their 
flavor appeal. 


es Soup manufacturers are large 
users of the product, and many 
other processors are experimenting 
with it. Glutamate survives high 
cooking and canning temperatures, 


ter Thompson Co., which handles as well as freezing temperatures. 
this part of the corporation’s ac-| During World War II, all avail- 
count. JWT devised the slogan, able supplies were used for K ra- 
“Ac’cent makes food flavors sing,” | tions for the Army or for dehyd- 
which will be repeated in each rated foods sent overseas. 
newspaper ad and radio spot. Most food processors buy Ac’- 
The opening page ad, head- cent in 200-pound drums. Institu- 
lined “2,000 Springfield women |tional users get it through jobbers 
can be mighty proud tonight!”’, an- | in 100, 10 and one-pound pack- 
nounces that the first 2,000 cans of | ages. Ac’cent will be available to) 
Ac’cent will go on sale in Spring- | consumers in two and four-ounce 
field stores and that “Tonight's | containers. International also mar- 
the night 2,000 Springfield women kets two other packaged brands 
can thrill their families, excite|for the Oriental trade, Mei-Wei- 
their guests with some familiar| Fen (Chinese) and Shirayuki 
dish whose flavor—as though | (Japanese), on which it developed 
struck by sudden magic—will be/a sizable volume of business dur- 
out of this world! Tomorrow] ing the past year. 
Springfield phones will ring and| The Chinese had used a crude 
Springfield streets will hum with! form of glutamate for centuries by) 
grinding up a species of seaweed | 
and sprinkling it over their food. 
Glutamic acid became a labora- 
tory “find” in 1866, but not until 
'1908 did a Tokyo chemist, Dr. 
Kikunae Ikeda, discover a com- 


Scientists, the copy continues, 
say that Ac’cent, unlike any sea- 
soning known, “stimulates our 
taste buds to a quick, intense and 
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search expenses. But Louis Ware, 
International president, and 
J. R. T. Bishop, vice-president of 
the division, are confident that the 
picture will improve steadily, with 
continued research and intensified 
advertising and promotion. The 
division now accounts for about 
10% of the company’s sales, it’s 
on the profit side of the ledger, 
and the future looks good. 


s With glutamate plants in San 
Jose, Cal., and Toledo, O., Inter- 
national has a capacity of seven to 
eight million pounds annually, 
about two-thirds of the U. S. sup- 
ply. It can assure large food pro- 
cessors of adequate amounts and 
still develop the institutional and 
consumer fields. 

International opened its $3,500,- 
000 San Jose plant in May, 1947, 
and after a long shakedown period 
was forced to cut production back 
to 50% of capacity last February 
when food prices dropped and pro- 
cessors trimmed their orders tem- 
porarily. The plant is operating at 
capacity now, using what is called 
Steffens filtrate obtained from 
beet sugar producers. The older 
Toledo plant, using grain protein 
as a raw material, operated only 
seven months during the com- 
pany’s fiscal 1947-48 year, and is 
being used on a standby or small- 
scale experimental basis. It was 
hampered by short supplies and 
excessively high prices of wheat 
gluten. 


s International was founded in 
1909 as International Agricultural 
Corp. Adding to its phosphate and 


fertilizer operations, it enlarged its | 


facilities at the outbreak of World 
War II to include the mining and 
refining of potash and the manu- 
facture of potassium chemicals. In 
1941 its New York executive of- 
fices and its operating offices in 
Atlanta were consolidated in the 
new general offices here, and the 
company name was changed to 
International Minerals & Chemi- 
cal Corp. Net sales for the year 


ended June 30 hit an all-time) 


peak, zooming up from $41,302,- 
000 in °47 to $50,123,000. Net in- 


016,028. 


The company operates mines in 
Florida, Tennessee, New Mexico 


and chemical plants, is carried on 


Just plain soups can 
amaze you...when 
you bring up the flavors 
they've got! 


TASTE TEST—Consumers will be urged to 

try soup with and without Ac‘cent in this 

copy, which is part of the first big con- 
sumer test for the food intensifier. 


Music, Careful 
Station Selection 
Helped 2 Candidates 


Cuicaco—Note for candidates in 
1950: To get a political message 
over to the public, use the same 
technique to get over any com- 
mercial message. Give the listener 
something to enjoy, and buy time 
on specific stations for specific 
purposes, 
| That was the basis for vigorous 
radio campaigns last month in III- 
| inois by two candidates who rolled 


up huge majorities—Adlai Steven- 
| son for governor and Paul Douglas 
| for U. S. senator. 

Both these Democrats also used 
|}some of their limited funds for 
| hewspaper and outdoor ads, but 
| the selective radio schedule of 
| five and 15-minute programs was 
| the spearhead. In fact, the copy in 
|mewspaper ads followed closely 
the copy of the radio announce- 
ments, with candidates’ names re- 


}come rose from $3,826,992 to $5,- | peated several times, etc. 


| s Schwimmer 


& Scott, which 
‘handled the 


ad campaigns for 


‘and Montana. Operations of these Douglas and Stevenson, used only 
mines, plus plant food factories |@ couple of speeches of the two 


j}men for radio. The programs 


at 49 different locations in a score |!argely consisted of good music, 


sustained enjoyment of food fla- 
vors.” Housewives are instructed 
to use their regular recipes, adding 
a bit of Ac’cent according to the 
directions in the home-size canis- 
ter; and to try it on chicken, pot 
roast or hamburger, or see “what 
new lift, new life, it gives to a 
leftover!” 


@ All of the larger ads in the test 
series carry a copy block explain- 
ing that Ac’cent is not a flavoring, 
condiment or an ordinary seas- 
oning, but a natural product re- 
fined from vegetable protein that 
is “wholesome, good for you and 
your family.” 

The follow-up ad is headlined 
“Ac’cent makes big hit here,” 
while subsequent copy says that 
“just plain soups can amaze you 

. When you bring up the flavors 
they've got,” and “there’s more 
chicken flavor in chicken than 
you've ever tasted.”’ Stopper head- 
lines for the 42-line ads announce: 
“Wife Bowls Husband Over (with 
Ac’cent on chicken)” and “Bride 
Outdoes Mother-in-Law (with 
Ac’cent on pot roast).” 

Ac’cent was introduced to mem- 
bers of the American Dietetic As- 
sociation at their recent conven- 
tion in Boston, where home eco- 
nomists gave the taste test at the 
special International booth. Uses 
of the product in meat dishes also 
were demonstrated in Springfield 
last week at the cooking school 
conducted by the Meat and Live- 
stock Board of the Meat Institute. 

Glutamate won't disguise the 


|of rice and fish. Orientals and U.S. 
|tourists brought 


mercial process of obtaining glu- 


i 
| 


tamate. 


The “taste powder,” produced 
by Suzuki Co. in a still impure 
form, became highly popular in 
China and Japan as a means of 
improving the monotonous diet 


the product to 


| this country, and first attempts to 


manufacture it here were made in 


the mid-’20s. 


# Amino Products Co., Rossford, 
O., the U. S. pioneer in efforts to 
produce glutamate on a commer- 
cially successful scale, launched a 
pilot plant in the late ’20s. It did 
not achieve commercial produc- 
tion until 1936, however. Interna- 
tional entered the slowly growing 


market in December, 1942, with 
the purchase of Amino Products. 
Huron Milling Co., Harbor 


Beach, Mich., now the second larg- 
est producer, started its output in 
1934. Other producers. include 
General Mills, which operates a 
factory in Keokuk, Ia., and A. E. 
Staley Mfg. Co., Decatur, IL, 
which has a new glutamate plant 
in production. General Mills uses 
glutamate in some of its own pro- 
ducts and also supplies other food 
processors. Staley is selling its cur- 
rent output to industrial users, but 
is considering a consumer pro- 
gram. Plans for this campaign are 
still incomplete, however. 
International's Amino Products 
division operated in the red up 
until this year, because of heavy 
development, operating and re-| 


of states. About 90% of the potash |!mterspersed with one-minute an- 
and phosphate produced, and all of |NOuncements. Stations were in- 
the mixed plant foods, go to the | Structed on exactly what records 
farm industry. By next spring, the | to play and what commercials to 
potash division, with enlarged fac-|US€ On each broadcast. Thus, in 
ilities, expects to enter the heavy |the mining district of the state, 


and industrial chemical fields in 
a major way. 

Other advertising for Interna- 
tional, largely institutional in 
character, is handled by C. Frank- 
lin Brown, Inc., Chicago, with 
copy scheduled in such publica- 
tions as Business Week, Newsweek, 
and trade publications in the farm- 
ing, fertilizer and chemieal fields. 
The Jos. W. Hicks Organization 
here serves as public relations 
counsel to the corporation. 


Plans Garden Tractor Drive 


Simplicity Mfg. Co., Port Wash-| 
ington, Wis., in 1949 will launch | 


a campaign for the new Simpli- 
city garden tractor. Ads will ap- 
pear in Country Gentleman, Farm 
Quarterly, Flower Grower, Holi- 
day, House & Garden, The Satur- 
day Evening Post and other pub- 


lications. In addition, news mats, | 


dealer aids and sales brochure 
will be used. The agency is Wil- 
lard Meyer Co., Milwaukee. 


Issues Packaging Annual 


The 1949 Modern Packaging En- 
cyclopedia has been published by 
Breskin Publishing Co., New York. 
The 990-page volume is arranged 
in nine sections, which cover each 
step in the planning and produc- 
tion of successful packages. The 
encyclopedia is obtainable from 
the publisher for $6.50. 


announcements of much interest 
|to miners were scheduled more 
frequently than in other areas; in 
farming districts, more time was 


devoted to announcements on 
roads, etc. 
| On 15-minute shows, inter- 


| views of the candidates with busi- 
ness men, outstanding citizens, 
newspaper men and others took 
the place of speeches. In the last 
three weeks of the campaign, eac) 
_ candidate had nearly 300 an- 
j/nouncements on Chicago station 
jand about 65 in each of seve! 
| downstate areas. 

The Stevenson-Douglas radiv 
| campaign method was followed ir 
Minnesota late in the campaig: 
by Hubert Humphreys, who wa 
|elected senator there. 


_CAAA Adds Three Members 
The Canadian Association of Ad- 
ivertising Agencies has admittec 
three more agencies to member- 
ship. They are: Kenyon & Eck- 
jhardt, Muter & Culiner and Al- 
\ford R. Poyntz Advertising. Mc- 
'Kim Advertising has resigned fron 
the association. 


Appoints Muench Agency 

C. Wendel Muench & Co., Chi- 
cago, has been appointed to handle 
the advertising of Baker-Lock- 
|wood Awning & Tent Co., Kansas 
| City, Mo. 
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New Toni Wave 
it to Contain 


New Creme Rinse 


Latter Being Tested 
for Separate Campaign; 
Medical Seal Obtained 


Cuicaco—Toni Co., division of 
Gillette Safety Razor Co., will soon 
introduce a new $1.50 refill kit 
containing not only Toni hair wav- 
ing lotion and materials but also a 
one-ounce tube of Toni Creme 
shampoo and a two-ounce bottle 
of a new product, Toni Creme 
Rinse. 

Neison Harris, Toni president, 
who last week announced the 
package at a press conference here, 
showed great enthusiasm about the 
new rinse, which he said is “too 
complicated chemically to explain 
in words” but wonderfully im- 
proves the manageability and 
combing properties of the hair. Not 
only for women to use after a 
home permanent and shampoo, it 
is equally useful for men, he said, 
adding that Toni is now testing it 
as a separate item. He would not 
disclose where the rinse is being 
tested, or media and copy themes 
used. 


s Toni advertising next year will 
not include separate programs for 
any of the old or new kits. The 
budget will probably be about 
the same as this year’s $7,500,000 
promotion outlay, with perhaps 
$200,000 or $300,000 more going 
into magazine color pages and 
other printed media. The “Toni 
Twins” theme will continue to 
carry the whole line. 

The new “Gold Stripe” refill kit 
has a four-ounce bottle of the wave 
lotion, an ounce more than the| 
regular $1 refill kit contains. The | 
extra amount, Mr. Harris said, | 
meets the needs of women with) 
exceptionally long or thick hair | 
and, for women wanting only par- 
tial permanents, allows two per-| 
sons to get permanent waves with | 
a single kit. | 

| 
s Toni Creme shampoo now is in-| 
cluded in a wave kit for the aoe 
time. The shampoo is third in sales 
nationally with about 12% or 13% 
of the market, Toni officials say. | 
Colgate - Palmolive - Peet’s Lustre-| 
Creme, it is said, is well ahead at) 
close to 20%, Procter & Gamble’s| 
Prell is slightly ahead of Toni, and | 
P&G’s Shasta fourth. 

Mr. Harris—his full name is 
Richard Neison Wishbone Harris— 
also announced that the Toni home 
permanent wave has been of- 
ficially accepted by the American 
Medical Association’s Joint Com- 
mittee on Cosmetics. Toni’s first 
ad in the Journal of the American | 
Medical Association will appear 
Nov. 20. 

Half of all permanent waves are 
now Toni waves, the company es- | 
tmates. As of August, 65.8% of 
ll permanent waves were given 
ia the home and 65.1% were of this | 
type in September. Toni claims to | 

» 90% of the home wave business. 
" he new refill will be an important 
‘actor, since three-quarters of Toni 

iles are in the present refill kit 

mtaining waving materials only. 
‘tr. Harris commented that the 
‘ew kit “does give the dealer a 
lance to sell upwards.” 


| 


A company spokesman told AA 
that it is believed about 90% of 

oney spent for nationally adver- 
t sed shampoos is plowed back into 
ivertising at present. Toni’s 
reme shampoo is a profitable 
i em, however, because it is largely 
ding along on the Toni perma- 
rent name and does not require a 
large separate advertising budget. 


THREE FEATURES—This new Gold Stripe 
refill package soon to be introduced by 
Toni Co. features a new Toni Creme Rinse, 
has a larger bottle of wave lotion and 
contains Toni Creme shampoo. 


Toni products carry a 40% dis- 
count, compared with 3314% of- 
fered by P&G and Lever. 

The Toni Creme Rinse is ex- 


pected to be the first such product 


to get a large promotion push of 
its own. A similar rinse has been 
sold for some years by Hudnut 
Sales Co. but only as part of the 
DuBarry line. 

Mr. Harris said that Toni is now 
spending $350,000 a year for re- 
search into human hair—making 
this one of the largest research 
projects in the world on a single 
subject—and that the company has 
recently established plants in Can- 
ada and England and will soon 
have another in France. 

Foote, Cone & Belding is the 
agency. 


Eichhorn Joins ‘Mirror’ 


John Eichhorn, formerly com- 
mercial manager of Station KING, 
Seattle, has been appointed district 
circulation manager of the Los 
Angeles Mirror. 


Buell Named to Ad Post 


M. M. Buell, formerly vocational 
agriculture teacher in Ladoga, Ind., 
has been appointed assistant ad- 
vertising manager of Better Farm- 
ing Methods, Mount Morris, II. 


Heyden Chemical Buys 
Rumford Chemical Works 

Rumford Chemical Works, Rum- 
ford, R. IL, has been bought by 
Heyden Chemical Corp. New 
York. Rumford makes industrial 
chemicals and baking powder. The 
baking powder will be sold by a 
selling subsidiary called Rumford 
Co., and the new addition will be 
operated as Rumford division of 
Heyden. 

A. E. Marshall, president of 
Rumford, will be a vice-president 
of Heyden, and will head the sales 
company. Heyden makes indus- 
trial chemicals, antibiotics and 
pharmaceuticals, and has acquired 
six major companies in the past 
three years. 


59 
To Anderson, Davis & Platte 


Rootes Motors, Inc., distributor 
in the United States for the Rootes 
group of England, manufacturer 
of the Hillman Minx, Sunbeam 
Talbot and Humber motor cars, 
has appointed Anderson, Davis & 
Platte, New York, to handle its 
advertising. 


fof °| shofs 


Stock photos of children for 
advertisers, agencies, publishers, 


etc. 8x10 glossies only $1.50 ea. 
Ask for FREE proofs. You can order specia 
posed “TOT-SHOTS”— average price $5 ea. 
1127 Wilshire Bivd., Los Angeles 14, Calif. 
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IN EXCESS OF 200.000 — 
ABC MEMBERSHIP 
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What makes a newspaper great? 


Following is a list of some of the 
special awards and honors received 
by the Minneapolis Star and 
Tribune and staff members of these 
Upper Midwest newspapers during 


the past year: 


PULITZER PRIZE to Nat Finney, 
manager of the Minneapolis Star 
and Tribune Washington Bureau, 
for distinguished reporting of na- 


tional affairs. 


RAYMOND CLAPPER 
Award to Nat Finney for outstand- 
ing Washington reporting. Finney is 
the only newspaper man to receive 
both Pulitzer prize and Raymond 
Clapper award in one year. 


EDITOR & PUBLISHER MAGAZINE 
Award to the Minneapolis Star and 


Tribune for the finest 


public service of any newspaper in 
the nation during last year. 


to Journalism, to 
president of the 
and Tribune. 


NIEMAN FELLOWSHIP to David 
Dreiman, Minneapolis Star news 
writer on scientific and medical sub- 


jects—the fourth 


ee Iowa Homestead 


Kieckhefer, 
editorial writer. 


program of 


fied advertising. 


UNIVERSITY OF MISSOURI MEDAL 
of Honor for Distinguished Service 


these newspapers to win this award. 
FIRST PRIZE, Wallace’s Farmer and 


tition for the best metropolitan 
newspaper editorial! interpreting the 
farmer tothe city, to Erwin W. 
Minneapolis Tribune 


FIRST PLACE, Editor and Publisher 
Magazine competition, awarded to 
the Minneapolis Star and Tribune 
for circulation sales promotion; 
second place for promotion of classi- 


Joyce Swan, vice 


Minneapolis Star tion 


a 


ene - 
—— 


BEST NEWS PICTURES OF 1947 
selected iri University of Missouri- 
Encyclopedia Britannica Competi- 
7 out of 100 awards to 


Minneapolis Star and Tribune 


staff member of 


Magazine compe- 


EVENING 


Minneapolis 
Star 2d Tribune 


photographers Peter Marcus, Wal- 
lace Kammann, Joseph Linhoff, 
Wayne Bell, Arthur Hager, Duff 
Johnston and Phil Harrington. 


MIAMI PRESS PHOTOGRAPHERS 
Association Awards 
Minneapolis Star and Tribune 
photographers Wallace Kammann, 
Wayne Bell and Phil Harrington. 


6 out of 26 to 


MORNING & SUNDAY 


575,000 SUNDAY - 460,000 DAILY 


JOHN COWLES, President 
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LOOK AT ALL THREE! 


CIRCULATION (January-September 1948) 


Fawcett 
Women’s Group 


re 8 ka ee. 


Macfadden Pees ope: | eon 
Women’s Group oa 3,011,793 


Dell 7 
one gk uta 
Modern Group 


| CIRCULATION GAIN (January-June 1948 vs January-June 1947) 


Fawcett 
Women’s Group 


Macfadden 
Women’s Group 


Dell : i 
Modern Group 138,662 + 5.8% 


ADVERTISING LINAGE (Janvary-September 1948) 


Fawcett 
Women’s Group 


‘ 9,389 + 0.3% 


Macfadden 
Women’s Group 


Dell 
Modern Group 


eer tees So eR eee ten | 1 36,694 tt wath ve et er ie 


COST (Homes $1.00 will buy) 


Fawcett 
Women’s Group 


Macfadden 
Women’s Group 


Dell 
Modern Group 


Sources: Printers’ Ink * Publishers’ Statements to A. B. C. 
Publishers’ Own Estimates * Standard Rate & Data Service 


FAWCETT WOMEN’S GROUP 


67 West 44th Street * New York 18, N. Y. 


360 No. Michigan Ave. 643 So. Flower Street Russ Building 
Chicago 1, Illinois Los Angeles 14, Calif. San Francisco 4, Calif. 
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PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


Wow More Than Ever, Cotes as You Lika /t/ 

NEWSPAPER MEN—Several Twin Cities newspaper writers are featured in this full- 

page ad in St. Paul and Minneapolis papers in Atwood Coffee Co.'s new drive for its 
coffee. Campbell-Mithun is the agency. (Story on Page 39.) 


SPECIAL—A new device for the hard of 
hearing is this Super-Radion, a lipstick 
size radio that may be plugged into a 
hearing aid, made by Acousticon Inter- 
national, New York. Because it is “silent,’’ 
the user may turn it up to any desired 


61 


IRMA MEETS BOSSES—Marie Wilson, star of “My Friend, Irma,’ has a backstage 
conference with J. Hugh E. Davis (extreme left), vice-president of Foote, Cone & 
Belding; James Barnett, vice-president and general manager, Pepsodent division, 
Lever Bros., and Henry Woulfe, president of Pepsodent, sponsor of the CBS comedy. 


volume without disturbing anyone nearby. 


CONVENTION HIGHLIGHT—Winners of awards for outstanding 
contributions to Canadian advertising, presented at the conven- 
tion of the Association of Canadian Advertisers, are shown here 
with Neil B. Powter, chairman of the awards jury. Left to right: 
James Lightbody, British Columbia Electric Railway Co., Van- 


couver; Horace T. Hunter, Maclean-Hunter Publishing Co., Toronto; 
G. Alec Phare, R. C. Smith & Son, Toronto; Mr. Powter; Russell C. 
Ronalds, Ronalds Advertising Agency, Montreal, and Roydon M. 
Barbour, Saturday Night Press, Toronto. The convention was held 
in Toronto late last month. 


—— 


> ne 
ell 


EXPANDS PLEASURE CHEST—P. J. Ritter Co., Bridgeton, N. J., 
food packer, is continuing its Food Pleasure Chests, used last 
Christmastime with success, with additional assortments of Ritter 


GANNETT RAD:O MEN MEET—Executives of the Gannett Radio 
G oup, meeting in Olean, N. Y., to discuss the problems of 
Gannett-owned stations, are (front row, left to right): C. Glover 
D-laney, manager, WTHT, Hartford; Gunnar Wiig, manager, 
WHEC, Rochester; Dale Taylor, manager, WENY, Elmira, and 


foods for gift giving. Shown here is the “Pantry Prize” assortment 
at $4.75, and others range from $1.85 to the Deluxe assortment 


in a leatherette chest at $5.25. 


Te TR EA ose 


en 


Paul Miller, head of the group, Rochester. Standing: Russell Wilde, 
manager, WABY, Albany; John R. Henzel, manager, WHDL, 
Olean; Bernard O’Brien, engineering consultant, WHEC, Rochester; 
Max Everett, station representative, New York, and Robert Burow, 
WDAN, Danville, Ill, 


GRAND CHAMPION—The counter card entered by Gretz Brewing Co., Philadelphia, 
in the exhibit at the Small Brewers Association’s Chicago convention, receives the blue 
ribbon from members of the Chicago Art Directors Club. Left to right: William E. 
Sproat, J. R. Pershall Co.; William Miller, General Outdoor Advertising Co.; Douglas 
Smith, The Buchen Co., president of the club, and Sibley McCaslin, Kling Studios. 


50 Good Gifts To Make for Christmas 


GOOD HOLSEKEEPING 


ome eel oe 


'anmopolilan 


* Awake 2 


= 


FE NOVEL By LO 


TWO CHEWS—It was finger-in-mouth month on the newsstands for Cosmopolitan 
and Good Housekeeping, which featured young ladies—of widely disparate oges— 
coyly nibbling their digits. 
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RATES. 
numbers add 


lor cord discounts on multiple insertions 


HELP WANTED 


| 75 per line, minimum charge $3. Cosh with order. 
dote. Display classified advertisements take card rate of $10 per column inch. Regu- 


Figure bold foce heads 
face 40 per line. Box 


end spoce over 5 inches apply on display 


HELP WANTED 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Sales—Creative—Executive 
Consult our H. R. Hazard 
GEORGE WILLIAMS CO.—Personnel 
200 S. State St., Ha 7-2063, Chicago 


NEED SALES MANAGER 

Large home furnishings store in midwest 
needs experienced sales manager for se- 
lection, training and direction of entire 
sales force. Age 35-45. Give qualifica- 
tions, salary requirements, and photo- 
graph. Interviews for leading applicants. 

Box 9859, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


ADVERTISING MANAGER 

Must have advertising manager for lar- 
ger midwestern homefurnishings store 
with several branches. To select media, di- 
rect mechanical production of ads, estab- 
lish direct mail program. To direct publi- 
city on company and personne! affairs of 
community interest. Age 35-45. Give quali- 
fications, salary suggested, and photo- 
graph. Interviews for leading applicants. 

Box 9860, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


ACCOUNT EXECUTIVE: 
Recognized small, growing, Chicago agen- 
cy has opening and excellent facilities for 
one or two account executives controlling 
own billing. Agency prefers medium to 
small industrial accounts. Excelient finan- 
cial arrangement. Answers in strictest con- 
fidence. Our employees know of this ad. 

Box 9865, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SALES PROMOTION OPPORTUNITY 
We are in the Sales Promotion business, 
providing merchandise prize incentives to 
management for achieving sales, produc- 
tion and operation goals. The postwar 
competitive situation has accelerated the 
demand for our facilities, and we've 
a bigjob to do in acquainting ex- 
ecutives with our story. 


We need a writer with a background in- 
volving sales promotion, advertising, 
sales contests, direct mail and _ sales 
correspondence. Perhaps someone who is 
now with a mail order concern, a di- 
rect mail organization, or a manufac- 
turer—who wants a broader opportunity 
to demonstrate his ability, and receive 
equitable recognition and remuneration. 


Sell yourself to us in a letter, telling 
what you've done, what you believe you 
can do for our business, and what you 
expect for it. If you sound good to us, 
we'll arrange an interview. 


Write Owen W. Chambers, Belnap & 
Thompson, Inc. 1516 S. Wabash Ave; 
Chicago 5, Illinois 


WANTED—SALES EXECUTIVE 
We have a large field selling force. We 
need a man to handle part of it. Should 
be promotion minded and able to write 
good enthusiastic sales letters which will 
get results. Chance for advancement if 
you do a job. Can you do it? Write: 

Box 9372, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


el 


BRITAIN’S LEADING 


PUBLISHED EVERY FRIDAY 
This Journal with its world-wide readership, provides a unique medium to manu- 
facturers and all who use or handle machinery and engineering material. — 
% The weekly classified Sales Supplement, containing a very varied selection of 
engineering plant and material for Sale, Wanted, and for Auction, is the largest 


of any other journal. 
Published by:— 


The ‘Machinery Market"’ Ltd., 1460 Queen Victoria St., Londén, E.C.4. Tel.: City 1643 Grams: Wadham, Cent, London 


Established 1879 
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BUSINESS ENGINEERING JOURNAL 


ANNUAL SUBSCRIPTION 30/- 


ARE YOU 
THE MAN? 


There is an alert, aggressive advertising 
man, under 35 and preferably single— 


who knows advertising and likes to work 


hard at it—who is looking for exactly 
what we have to offer. 

He has been working in advertising 
for a good many years—probably on a 


PROMOTION MANAGER 


There's a good job and a great opportun- 
ity available with one of the leading pub- 
lishers of national magazines, It’s made 
to order for some bright young man, now 
in an advertising or sales promotion de- 
partment of a company not necessarily 
in the magazine industry. 

This b.y.m. would have the fun and thrills 
of promoting one of the most up-and- 
coming national magazines. He would be 
working with a group of hard-working, 
fun-loving associates, who would be able 
to contribute much to his knowledge of 
their business. 

His duties would include the preparation 
of direct mail pieces, sales presentations, 


newspaper or in a small agency—has the 
innate feel for “advertising that pays the 
advertiser" that makes the real and suc- 
cessful professional, but feels that he 
can't go far where he is now and has the 
courage to stort fresh somewhere else. 
He is never at a loss for ideas, can 
rough them into presentable layout form, 
talk to successful business men in their 
own language, and sell anything, any- 
where. 

For such a man, who sends us a de- 
tailed application with photograph, we'll 
arrange an interview. We'll start the 
right man on accounts using local news- 
paper advertising and direct mail. We'll 
: give him a good base salary and a bonus 

arrangement with unlimited opportunity, 

in the key city of the Southwest, where 

living is so pleasant that most everyone 

wishes they fod a chance to come here. 
: Check up on us, and write fully. 


WARD HICKS ADVERTISING 
315 West Gold Ave. 


merchandising helps, and sales letters; 
and he would work with our agency on a 
small trade paper campaign. 

His salary would be commensurate with 
his abilities and sales promotion experi- 
ence, and he would find himself in a com- 
pany eager to reward resultful endeavor 
through increased compensation. 

If you're interested, tell us a little some- 
thing about yourself and we'll call you 
in for a confidential talk. It’s really a 
peach of a job. 


Box 7208, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


AVAILABLE FOR THE FIRST TIME 
IN 12 YEARS 


Top flight copywriter who has planned 
and created complete merchandising, sales 
promotion and advertising programs for 
industrial, men’s wear, furniture, radio, 
home heating, photographic, appliance 
and other national and regional accounts 


+ Albuquerque, New Mexico | with billings as high as $1,000,000, wants 
to make final change of career. Under 35, 
i married, prefers Chicago but willing to 
move if offer is right. Salary open to 
WANTED discussion. 
PUBLISHER'S REPRESENTATIVE 
High-grade, ethical Turf Monthly with in- Box 7207, ADVERTISING AGE 
» enal ‘irculation has remunerative ‘ o 
Openings for aggressive advertising repre- 100 E. Ohio St., Chicago 11, IIl. 
sentatives in key cities——New York, Phila 
delphia, Boston, Baltimore, Los Angeles, 
San Francisco, Seattle, Louisville, Cincin- 
nati, Detroit, Cleveland, Miami, Houston, 
New Orleans. Proven_ prospects furnished 
Straight commission. Reply, with full par- 


; ticulars, to 


Box 7205, ADVERTISING AGE TO A CHICAGO AGENCY BILLING 
100 E. Ohio St., Chicago 11, Ill. $500,000 to $1,000,000 


1 |I am able to offer $60,000 in billing 


HELP WANTED 


POSITIONS WANTED 


Advertising Assistant ............... --« $3,600 

Advertising Trainee-Degree _............ $3,000 

Account Executive.................... Salary Open 
Artist-Designer............$6,000 


SHAY AGENCIES 
30 W. Washington Chicago, 2 Mil. 


ADVERTISING ASSISTANT — capable 
of handling ad production for leading 
trade publication. Excellent opportunity 
for good worker. Loop location. 
Please send complete details, quali- 
fications, salary, etc. 

Box 9867, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
184 N. Wabash FR 2-0115, Chicago 


Wanted—Calendar Line Builder. Exclusive 
calendar house needs an experienced man 
to take charge of building its calendar 
line. Sweil opportunity for the right man. 
Box 9871, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
POSITIONS WANTED 
TOP LEVEL ADVERTISING MGR. 
Ad mgr who has handled packaged foods 
& drugs, elect. appliances for 3 nat’l ad- 
vertisers in 18 yrs. Last 5 yrs acct exec 
large agency. Married, middle forties, 
excellent health. Available to advtg & 
sales promotion-minded company having 
products with promise. Salary & incentive. 
Box 9858, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 
ADVERTISING MANAGER seeks Chicago 
position. Ten years exp. with production 
know-how. $6,000. Write for abstract. 
Box 9861, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


FREE LANCE COPYWRITER 
Gal with a nose for finding competitive 
news in products, and the ability to write 
it up in yeasty ways, wants free lance 
work. Have rubbed noses with retail 
and mail order as well as national 
advertising during 7 years of big-league 
advertising experience. 

Box 9863, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


MEN WITH TWO HEADS 
NEEDN'T READ THIS 
...cause this gal wants to work for some 
ad man who wishes he had two heads but 
is stuck with only one. She knows how to 
put purposes and facts together to make 
copy that not only starches but sells. She 
knows the ins and outs of art and pro- 
duction, and what to do next on any job 
without being told. 5 years of big-league 
agency experience. Some agency man or 
advertising manager will have a lot less 
ulcer trouble with this gal around. 

Box 9864, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Secretary to president or top executive— 
Thorough advertising experience. Well 
educated, perfectly groomed, capable of 
handling 


executive responsibility with 
judgment 


and tact. 
Box 9837, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


PRODUCTION—Young man, 2 years ex- 
perience in agency work. 

Box 9873, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SPACE SALESMAN, 40, with agency, 
advertiser, publisher’s research, promo- 
tion and merchandising experience plus 
six years successful selling for large 
weekly magazine, wants change by 
Jan. ist. Will join staff or act as Eastern 
Representative. 
Box 9868, ADVERTISING AGE 
330 W. 42nd St., New York 18, N.Y. 


ADVERTISING EXECUTIVE 
whose present spot is too limited for his 
potential wants broader opportunity with 
mfg., retailer or agency. Top level post 
with leading mail-order house; experi- 
enced inall phases of creative planning, 
execution, promotional merchandising. 
Background wearing apparel, luxury 
lines. Forte copy. Employer knows of de- 
sire to change position. 

Box 9870, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Executive Salesman for Publisher. Can 
manage research, promotion, merchan- 
dising, direct sales force and sell big 
accounts personally. Now advertising 
manager trade magazine. Previous ex- 
perience with 4-A agency, management 
for top food company, successful space 
salesman for largest publisher. Young 
aggressive, adaptable. 
Box 9869, ADVERTISING AGE 
330 W. 42nd St., New York 18, N.Y. 


ART DIRECTOR 
Top-Notch Idea Man 
many years experience with top agency 
on major accounts. Would like to associ- 
ate with New York manufacturer or 
agency on part-time basis. 
Box 9875, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Salesman—EXPERIENCED, single, any 
field, will travel. 
Box 9874, ADVERTISING AGE 
330 W. 42nd St. New York 18, N. Y. 


REPRESENTATIVES WANTED 


Nationally-known lithographer of high- 
class color work needs aggressive, on- 
the-spot representation in the Chicago 
area. Our quality line of halftone 
twenty-four sheet posters, outdoor 
tackers and mounted displays can suc- 
cessfully be added by a man already 
handling a non-competitive line of 
advertising specialties. If you’re the man 


we're looking for, write today giving 
complete particulars of your exper- 
ience, family data and present connec- 


tions. Replies treated confidentially. 
Box 9852, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


MISCELLANEOUS 


ADVERTISING AGENCY WANTED 
Will purchase for cash, merger or name 
your offer. Chicago area only. Replies 
held in strict confidence. Write: 

Box 9362, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Mailing Lists, West Coast. Or national. 
Manufacturers, industries, retailers, indi- 
viduals, professionals. Guaranteed reli- 
able sources. Les B. Finkle Advertising, 


LIVE MAGAZINE FOR SALE 
Just a natural-Nothing Like it-great re- 
turns, small expense. Other interests. 
You can own it by writing John A. Mors, 
228 N. LaSalle St., Chicago 1, Ill. 


Owner of Small Established Chgo. Agen- 
cy with complete production facilities 
would consider merging with local indivi- 
dually operated agency. Object bigger and 
better business. Reply held confidential. 
Box 9866, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


SPACE AND FREE LANCE WORK for 
experienced layout-lettering artist avail- 
able with progressive agency. Central 
location. PH. WEbster 9-4864 for ap- 
pointment. (Chicago) 
LOOP STUDIO SPACE 

Prestige Location. Top Floor 
Excellent light. Limited space 
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Wholesalers Hit 
Postwar Ad Peal 
in Motor Field 


Sales Still High, 
But MEWA Members 
Promote Services 


CuiIcaco—Business was never is 
good as it is now in the industr., 
but more automotive wholesalers 
than ever before are advertising to 
build customer recognition and 
keep sales at peak levels. 

The advertising and sales pro- 
motion-minded wholesale distribu- 
tors are members of the Motor & 
Equipment Wholesalers Associa- 
tion who are using association-pre- 
pared material in newspaper ads, 
via radio and in direct mail pieces 
to feature their automotive parts 
and service equipment for inde- 
pendent garage operators, service 
stations, etc. 

Of the association’s approx- 
imately 920 members in the United 
States and Canada, some 300 are 
now using its “Ad of the Month” 
and other promotional services. 
About 100 are using newspaper 
space each week in their own ter- 
ritories, MEWA estimates, and 
more have swung into radio during 
the past year than ever before, 
using both spots and packaged 
programs. One member, in Med- 
ford, Ore., bought 1,468 spots 
last year. 


s Other postwar developments in 
the field, the association reports, 
include a definite trend toward 
the establishment of separate ad- 
vertising departments, with ad 
managers in charge. At least 200 
wholesale companies have set up 
these units, and several of the 
larger firms have engaged adver- 
tising agencies to assist with their 
programs. 

MEWA’s members operate about 
3,500 wholesale outlets, including 
their branch stores. Their average 


Very reasonable. References. 
Phone: WE 9-2424 Chicago 


Corby’s ‘Holiday 
Twosome’ Will Get 
Push in Dailies 


Detroit—With a new “Holiday 
Twosome” for the Christmas-New 
Year’s trade, Jas. Barclay & Co. 
is going back into newspapers, in- 
cluding color copy wherever pos- 
sible, in a greatly expanded ad 
campaign for Corby’s Reserve 
whisky. 

Whiie the company will con- 
tinue its magazine series in Col- 
lier’s and Life, as well as its copy 
in business papers, it is returning 
to newspapers with the largest ad 
volume in recent years. It will 
also step up its use of outdoor 
spectacular signs and 24-sheet pos- 
ters where permitted, especially in 
the San Francisco and Boston 
areas. “Buying with care” will be 
emphasized in the new campaign. 


w Spearheading the special holi- 
day promotion is a new kind of 
carton called “Corby’s Holiday Sa- 
‘ute,” developed by its advertising 
agency, Brooke, Smith, French & 
Dorrance. Two sides of each car- 
ton in the two-carton package are 
decorated with a Christmas appeal, 
two for New Year’s. This arrange- 
ment, Barclay informs dealers, 


| PLUS copywriting and planning ability 
CHOICE DISPLAY SPACE which has been—and is—producing for | 
seus, SELLS, SELLS. 


major national accounts in both industrial 
| and consumer categories. Desire to make | 


get it with change offering more opportunity for 
ADVERTISING MIRRORS | account executive role leading to eventual | 
, . - a | equity in business. Married, age 35. 


Box 7206, ADVERTISING AGE 


MIRRO-PRODUCTS COMPANY 
100 E. Ohio St., Chicago 11, Ill. 


High Point 2, North Caroline 


“brings a week’s extra life to the 
package during the year’s biggest 
selling period.” Binding bands slip 
down over the two cartons, unit- 
ing them in a “Holiday Twosome” 
which may be displayed for Christ- 
mas and then turned around for 
New Year's sales. 


‘Custom House Guide’ Out 


The 86th edition of the “Custom 
House Guide” has been published. 
The guide contains the new 
United States import duties as pro- 
vided in the General Agreement on 
Tariffs and Trade (Geneva), plus 
covering trade agreements with 41 
nations. In addition, a supplement, 
“American Import & Export Bul- 
letin,” which covers the latest reg- 
ulations, import and export con- 
trol requirements, trade agree- 
ments, etc., will be issued monthly. 
“Custom House Guide” may be ob- 
tained for $25, from Custom House 
Guide, Box 7, Sta. P., Custom 
House, New York 4. 


AFA Alters Achievement 
Contest Award Rulings 

The Advertising Federation of 
America, New York, has changed 
the rules for the 1948-49 club 
achievement contest to omit a 
special classification for women’s 
clubs. All men’s and women’s clubs 
will compete on an equal basis. 
The clubs will compete for pub- 
ic relations for advertising awards; 
public service for advertising 
awards; education in advertising 
awards, and a grand award for 
club activities in all phases. 


Young Names Wilson V. P. 
Paul S. Wilson has been named 
vice-president and general sales 
manager of Adam J. Young Jr., 
Inc., radio station representative, 
New York. He has been with the 
company since its organization. 


Marshall Advanced 


Alfred Marshall, Ontario rep- 
resentative of Class “A” Week- 


as The 
which is directed by John E. Pe 
ters, assistant to the general man- 
ager of MEWA, was launched las' 
December when a 32-page “Adver- 
tising Idea Folder” was dispatche: 
to members. This primer for th 
wholesaler explains the need fo 
keeping his name before customer 
and prospects, and gives him a hos 
of ideas on how to prepare direc 
mail pieces, special folders, blot- 
ters, statement enclosures, catalo; 
covers, handbills and local news 
paper and magazine ads. 
cludes suggestions on copy, layout 
illustrations and type. It picture: 
a score of ad mats available with- 
out charge, many of them featur- 
ing the slogan, “Let’s Do Busines: 
Together.” 


gross volume is about $600,000 to 
$700,000 annually. They stock from 
40,000 to 60,000 items, from anti- 
freeze to welding supplies, and em- 
ploy an average of 25 workers 
apiece. 

The industry’s sales volume has 


gone up every year since 1940, es- 
caping an expected postwar re- 
cession. For the current year, trade 


is estimated at 15 to 20% ahead of 
47, but a heartening number of 


MEWA members have been con- 
vinced that it pays to advertise, 
even in good times, their part in 
helping increase business and cre- 
ate satisfied customers. 


association’s program, 


It 


in- 


Separate copy blocks, easil) 


clipped from the folder, are use 
by the various wholesalers in pro. 
moting replacement parts; 
equipment, service tools and sup- 
plies; machine shop service, anc 
general service facilities. 


sho} 


lies of Canada, Toronto, has been | 
named national advertising mana- 


ger of the group. 


In January, MEWA started it: 


“Ad of the Month” service for ex- 
clusive use of members, offerin 
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independent Fue insurance Comterence 


PUBLIC SERVICE—Independent fire insur- 
ance companies operating in Ontario used 
this 600-line copy during the province's 
electric power shortage to warn the public 
against violation of conditions in fire in- 
surance contracts while substitute forms of 
lighting and heating are being used. A. 
J. Denne & Co., Toronto, is the agency. 


them mats of the _ illustrations 
adaptable to a two-column news- 
paper ad or for use in direct mail, 
blotters, etc., along with alternate 
copy suggestions. The _ service 
proved so popular that the associ- 
ation added an “extra” between 
March and April, and has contin- 
ued these mid-month ads ever 
since. 


s These ads remind fleet opera- 
tors, car dealer service managers, 
service stations, garage operators 
and tractor dealers that the inde- 
pendent wholesaler can supply 
them with manufacturers’ “Per- 
formance Proven Products” for the 
maintenance field, and can help 
them with their service problems. 
Seasonal copy also is provided, the 
current November ad, for instance, 
pointing out that the wholesaler’s 
stocks of cold weather merchandise 
are complete. 

The association also publishes, 
bi-monthly, “The Selling Job,” for 
salesmen of wholesaler members. 
The magazine, selling at $1 a year 
and carrying no advertising, has 
reached a circulation of 8,000 since 
it was started in July, 1946. In- 
cluded are timely statements from 
MEWA’s president, Erle A. Hen- 
derson of Henderson Bros., Sac- 
ramento, Cal., B. W. Ruark, gen- 
eral manager of the association, 
and other authorities, as well as 
original articles and digests of re- 
ports from trade publications in 
the field. 

Littrel Auto Parts, the Medford, 
Ore., wholesaler which used more 
than 1,400 radio spots last year, 
combines sports results and 
weather reports with reminders to 
car owners that it’s time to have 
the machine overhauled, battery 
checked, anti-freeze added, etc., 
and to go to their neighborhood re- 
pair or service station for the work. 
Its direct mail promotion to gar- 
ages and service stations lists the 
products to be promoted on the air, 
and suggests that they check their 
stocks and order any needed sup- 
plies. A single item is plugged 
several times a week. 

Other wholesalers are sponsor- 
ing packaged programs, such as 
“Gangbusters,” to promote their 
sorvices. 


& MEWA last year shelved an as- 
sociation-signed ad campaign it 
had been carrying in a list of 14 
t ade publications, believing that 
i's messages had to be too general 
t» cover the entire wholesaling 
Ssgment of the industry, and that 
lidividual members needed more 
halp in solving specific problems. 
Is first advertising was launched 
u: 1944, during the war, to explain 
tie services of the automotive 
Vholesaler. The “Performance 
Froved Products” phrase was 
coined and used in the trade ser- 
lcs, Which was dropped in October, 
1347, 


The greater use of advertising by | ings of top volume lines among the 
individual members will be high-| wholesalers. While motor parts 
lighted during a panel discussion | stayed at the top, compared with 
at the association’s convention here 1945 rankings, batteries moved up | 
Dec. 3-5, with Mr. Peters acting | from fourch to second; spark plugs 
as moderator, and wholesaler and| remained third; shop equipment 
company advertising managers dis- moved up from sixth to fourth; and 
cussing different phases of its use piston rings dropped back from se- 


by large, medium and small mem- 
bers of the industry. Wholesalers 
and manufacturers also will have a 
chance to talk over future mer- 
chandising at the Automotive Ser- 
vice Industries Show, to be held at 
Navy Pier Dec. 6-10, where more 
than 500 exhibitors will take over 
the entire exhibition space. 


ws In a sales analysis of the mem- 
bership, MEWA reported that the 
1947 increase in sales volume over 
’46 amounted to slightly more than 
23%. The sales volume has gone 
up steadily from a base index of 
100% in 1940 to 287.28% last year. 

Shortages of supplies were a ma- 
jor factor in changing the stand- 


| 


| survey. 


}as production manager in 1944, 


cond place to fifth. Shop equip- 
ment had ranked 11th in a 1943 


VanSant, Dugdale Ups Two 


Urban H. Moss, who joined Van- 
Sant, Dugdale & Co., Baltimore, 


has been appointed director of 
media and reseach of the agency. 
Gertrude M. Talbot has been 
named assistant to the media di- 
rector. 


Dorland Elects Heller 

Goldie Heller, for the past four 
years fashion art director of Dor- 
land, Inc., New York, has been 
elected a vice-president of the 
agency. 


McArthur Names Ellis 


Sherman K. Ellis, formerly head 
of the agency bearing his name, 
has been elected a vice-president 
and director of the McArthur Ad- 
vertising Corp., New York, where 
he will assist in the further ex- 
pansion of the three-dimensional 
display advertising service. Sher- 
man K. Ellis Jr. also is joining 
McArthur in a sales capacity. 


Otto Gets Kayser Export 

Julius Kayser & Co., New York, 
maker of hosiery, underwear and 
gloves, has appointed Robert Otto 
& Associates, New York, to handle 
its export advertising. 


Plasti-Glo to Deuss-Gordon 


Plasti-Glo Mfg. Co., manufac- 
turer and distributor of drapery 
hardware, has placed its advertis- 
ing with Deuss-Gordon Advertis- 
ing Agency, Chicago. Magazines, 
direct mail and dealer aids will 
be used. 


GRAPHIS 


IN ENGLISH, FRENCH AND GERMAN, deals with 
ART of today, fresh ideas for the modern Craftsman, 
commented on by experts, on which to draw for in- 
spiration. Best quality of Typography and illustra- 
tions, many in colours, Single copy 8 3.50 
subscription (6 issues)......«.«se«* 14.00 


Yearly 


THE INTERNATIONAL NEWS COMPANY 
131 VARICK STREET, NEW YORK 13, N. Y. 
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(547 SOUTH CLARK STREET + CHICAGO * WABASH 6284 


THESE AUDIENCE FACTS BECOME 
MORE IMPORTANT WHEN YOU 
CONSIDER THE IMMENSE WEALTH 
OF THE GREAT IOWA MARKET. 


Facts speak for themselves . . . These will tell 
you to call a Katz man for more details about— 


% From data appearing in May 10, 1948 issue of 
“SALES MANAGEMENT” Survey of Buying Power 
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DES MOINES — 
THE REGISTER AND TRIBUNE STATION 
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Eastern Agencymen 
to Get Theological, 
Philosophical Talks 


New York—The advertising 
agency men who attend the East- 
ern Conference of the American 
Association of Advertising Agen- 
cies here Nov. 15 will get unusual 
treatment—a shot of combined 
theology and philosophy. 

The treatment will be adminis- 
tered by Paul Weaver, who for 
some years has been professor of 
philosophy at Stephens College, 


Columbia, Mo., and conductor of 
the Burrall Bible Class, a non-sec- 
tarian forum which regularly out- 
draws the churches of the city. 

Mr. Weaver has just concluded a 
four-month tour of Europe as a 
representative of American uni- 
versities, during which he con- 
ducted a confidential survey for 
the U. S. Army. He will be the 
principal speaker at the banquet 
Monday night. 


s Members of the various panels 
are: 

Mechanical production: W. T. 
Geller, Hanly, Hicks & Montgom- 


ery; Thomas J. Carnese, Ted 
Bates, Inc.; Ernest Button, Comp- 
ton Advertising; S. H. Giellerup, 
Marschalk & Pratt; H. J. Deines, 
Fuller & Smith & Ross. 

Research: Marion Harper Jr., 
McCann-Erickson; H. H. Dobber- 
teen, Benton & Bowles; Henry A. 
Mattoon Jr., Compton; George 
Chatfield, Kenyon & Eckhardt; 
Herbert A. Morse, Federal Adver- 
tising Agency; Franklin Brill, 
Newell-Emmett Co. 

Media: John J. Flanagan, Mc- 
Cann-Erickson; H. H. Kynett, 
Aitkin-Kynett Co.; Walter Barber, 
Compton; Kenneth W. Plumb, 
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ua SPICE shelves, package 
: shelves . . . cabinet hard- 


ware ... builders’ hardware — 
¢ these are just a sprinkling of 
100-odd preducts for the home 
turned out by Tacoma’s Washing- 
ton Steel Products. Inc. The work- 
man above is stamping out metal 


a ee es 


—made in Tacoma by 


tell why: 


Washington Steel Products, Ine. ;" 


parts at a giant press in tho firm's 
newly constructed Tacoma plant 
—one more of the many, many 
diversified industries which make 
the Tacoma-Pierce County metro- 
politan market so important. It's 
a vital, dynamic SALES area— 
one demanding coverage! 


Ne “outside” newspaper gives 
you adequate coverage in Ta- 
coma-Pierce County. These new . 


percentage - of - coverage figures 


News Tribune 


Represeuted Nationally by Sawyer, Ferguson, Walker Co. 
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TACOMA NEWS TRIBUNE 80% 7 
Second Tacoma Paper ....... 50% R 
Seattle Morning Paper ........ 9% 
Seattle Evening Paper .... 3% 
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GAIN AND LOSS PERCENTAGES —52 CITIES 


| SEPTEMBER - 1948 - 1947) LOSS ea =  ~2ee | 
CLASSIFICATION Le ell 1 30 40 so bu 70 

| a... is.t * | 

GNBAL 10.8 

AUTOMOTIVE 27.3 

FINANCIAL 2.2 Lh | 

TOTAL DISPLAY 14.6 

CLASSIFIED 10.1 

TOTAL ADVERTISING | 13.5 | | 

DEPARTMENT STORES | 1242 | | | | 
ACCUMULATIVE 

JAN, 1-SEPT .30-1948-1947, LOSS . FS -* Gam | 

CLASSIFICATION = oe 1 ; 4 40 —& 70 

RETAR 16.2 aa 

GENERAL 7.0 a | | 

AUTOMOTIVE 21.4 | : 

FINANCIAL 8.1 

TOTAL DISPLAY | 1404 | 

CLASSIFIED 13,1 

TOTAL ADVERTISING | 14,1 | 

DEPARTMENT STORES | 15.4 


SEPTEMBER NEWSPAPER LINAGE—The automotive classification shot ahead again in 
September, according to Media Records’ measurement of newspaper advertising 
linage in 52 cities. The gain was 27.3% over September, 1947. Total display 
gained 14.6% and total advertising, 13.5%. In the Jan. 1-Sept. 30 period all classi- 
fications gained, with total advertising 14.1% over the same period of last year. 


Federal; Sherwood Dodge, Foote, 
Cone & Belding. 

Creative: Henry O. Pattison, 
Benton & Bowles; Walter O’Meara, 
J. Walter Thompson Co.; Elwood 
Whitney, FC&B; William E. Forbes, 
Young & Rubicam; Richard de 
Rochemont, “March of Time”’. 


a Contact & Service: J. Davis 
Danforth, Batten, Barton, Durstine 
& Osborn; John E. Wiley, F&S&R; 
N. F. McEvoy, Newell-Emmett; 
J. Clifford Dillon, Sullivan, Stauf- 
fer, Colwell & Bayles; Thurman L. 
Barnard, Compton; Leonard Erik- 
son, K&E; Wallace H. Wulfeck, 
Federal; Austin Thomas, B&B. 

Sales Promotion: Lawrence Val- 
enstein, Grey Advertising Agency; 
Thomas Santecroce, Dancer-Fitz- 
gerald-Sample; Roland W. Welch, 
McCann-Erickson; John S. Grier, 
Y&R; Thurman L. Barnard, Comp- 
ton. 


Radio and Television: S. L. 
Weaver Jr., Y&R; Thomas F. Har- 
rington, Bates; Wallace Elton, 
JWT; Everett W. Hoyt, Chas. W 
Hoyt Co.; and Peter Langhoff, 
Y&R. 

Public relations and manage- 
ment panels are not complete, ex- 
cept for their chairmen, who are, 
respectively, Harold A. Smith, Y&R, 
and Fletcher D. Richards, who 
heads the agency of the same 
name. Only the management ses- 
sion will be closed. 


Lavin Adds Two; Drops One 


Barney Lavin, Inc., Fargo, N. D., 
has been named to handle the ad- 
vertising of Otter Tail Power Co., 
Fergus Falls, Minn., and the North 
Dakota Hospital Service Associa- 
tion. Both will use newspapers. 
The agency has resigned the ac- 
count of Irving’s Tractor Lug 
Co., Fargo. 


— 


Inquiries Less Than 5c 


Each 


“Replies to our ads in Fur-Fish-Game are costing us well un- 
der 5c each which is unusually low compared with the 18c to 
60c in other publications.”—Craig Dare Co., Brooklyn, N. Y. 

Use Fur-Fish-Game on your 1949 schedule for high inquiry 


results at low cost. 


The A. R. Harding Publishing Co. 175 E. Long St., Columbus 15, O. 


Chicago 
Cole & Mason, Superior 7-6558 


Pasadena 
J. H. Conrow & Co. 


New York 
Walter C. Elly, Murray Hill 4-0626 
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Crosby Research 
Unit Offers Seal, 


Bing s Picture 


Profits Okay Now, 
Foundation Decides; 
New Items on Way 


HoLtywoop—The Crosby Re- 
earch Foundation, launched dur- 
ing the war as an_ altruistic 
venture, is out to get its money 
back by lending its name and ap- 
proval to a varied line of com- 
nercial products. 

The foundation originally was 
established to aid inventors in the 
development of patents contribut- 
ing to the war effort. Profits were 
not sought, and operations of the 
foundation cost the Crosby inter- 
ests a considerable sum of money. 
The foundation is headed by Larry 
Crosby, whose brother, Bing, is a 
major stockholder in the enter- 
prise. 

The Crosby company hopes to 
change the profit and loss picture 
by royalty and fee arrangements 
whereby various manufacturers 
will produce new mass-appeal 
items and merchandise and ad- 
vertise them with the foundation’s 
stamp of approval, a seal reading: 
“Project of Crosby Research 
Foundation.” Bing’s picture may 
be used in advertising and pro- 
motion, but it is rigidly controlled. 


s Manufacturers with whom the 
foundation is now working include 
Sigma Products Co., New York, 
which plans a national campaign 
early next year for the Breath-O- 
Lator, a pocket piece designed to 
neutralize offensive breath (AA, 
Sept. 20); Ideal Toy Co., New 
York, which is marketing a “Jun- 
ior Juke Box” to retail at $29.50; 
Herbert George Co., Chicago, with 
a line of toys, including a Toot- 
Mon bagpipe selling at 49¢; Dual 
Controls, Racine, Wis., a line of 
tandem bicycles; and Gerity- 
Michigan Corp., Adrian, Mich., 
with a silver and chrome polish 
and a new Trip-Trap mousetrap 
soon to be tested in the Chicago 
area. 

An exception to the usual type 
of product is a power-driven filing 
index designed to cut space and 
labor costs by more than 50%. 
This was conceived by J. L. Clough 
& Sons, Los Angeles, which also 
manufactures it. 

The foundation signed a contract 
with Gerity-Michigan last sum- 
ner, agreeing to give the automo- 
tive and plumbing parts manufac- 
urer the right to produce all in- 
ventions developed by the founda- 
‘ion and to distribute them through 
its regional sales offices. Under 
his exclusive rights deal, Gerity- 
Vichigan gets first crack at the 
0tential items, but Crosby may 
turn them over to other manufac- 
turers if the Michigan firm is not 
interested. 

The foundation does not manu- 
facture or distribute products, but 
acts solely as the middleman be- 
‘ween an inventor and a manufac- 
‘urer. It tests likely products and 
weighs the market potential, con- 
sults the manufacturer and ar- 
‘anges an agreement stipulating 
he royalty to be paid and the 
ninimum production acceptable. 


a While royalty arrangements 
vary, the foundation believes that 
he ideal contract with a manu- 
‘acturer provides a total of 6% 
or the foundation and the inven- 
or. If the amount is any higher, 
he foundation believes, it imposes 
i eost factor which hinders the 
success of the product from a 
wrice standpoint. Under some ar- 
‘angements, the foundation takes 
1 flat annual fee and the inventor 


gets a royalty. 

The foundation’s seal. can be 
used by the manufacturer on his 
package, display material and 
other advertising. If Bing’s pic- 
ture is used, his endorsement of 
the product is implied but not 
stated. Larry Crosby must okay 
all advertising in which brother 
Bing’s picture appears. 

Both the product and promotion 
must meet standards of good taste 
and credibility before Bing’s pic- 
ture can be used, Larry explains, 
and while he is logically associated 
with a product such as the “Jun- 
ior Juke Box,” it wouldn’t be 
credible if Bing indicated approval 
of a business machine the founda- 
tion had endorsed. 


ws The manufacturer who takes 
over a Crosby “project” handles all 
merchandising and advertising, but 
the foundation offers advice on 
exploitation and publicity angles. 
To supplement that phase of its 
services, the foundation added Dan 
Levi, merchandising counselor; to 
its staff in an advisory capacity. 


His services are available on a 
fee basis. 

The foundation to date has re- 
ceived thousands of product ideas 
from inventors seeking its endorse- 
ment, but expects to use no more 
than “12 to 15 a year.” And while 
it has working arrangements with 
Gerity-Michigan and a compara- 
tively few other manufacturers, 
there’s a steady flow of inquiries 
from producers who seek to tie up 
with the foundation. 

The usual agreements specify 
minimum acceptable production, 
based on the manufacturer’s capa- 
city and his estimated break-even 
point, in order to assure a mutually 
profitable contract and to prevent 
any manufacturer from slowing 
down or blocking a product by 
holding on to the rights without 
any intention of selling it aggres- 
sively. 

The foundation set out at first 
to tie up with local manufacturers, 
but Larry Crosby says it found 
that most of them in this area 
did not have the distribution or 


merchandising knowledge required 


to sell nationally. Except for the) ditional space in the Statler build- 
Clough firm in Los Angeles, the|ing to provide for its expanded 


current working list is limited to|Tadio and television department. 


eastern and midwestern firms. 


Appoints Sanger-Funnell 
Sanger-Funnell, Inc., New York, 
has been appointed to handle the | 
advertising of Triangle Conduit | 
& Cable Co., New Brunswick, N. J., | 
manufacturer of electrical wire, | 
cable and conduit. Publications in | 
the electrical field, direct mail 

and distributor aids will be used. 


Appoints Sullivan Agency 
Daniel F. Sullivan Co., Boston, | 
has been named by Eaton & Eustis | 
Co., Boston, to handle the adver- | 
tising for its line of food pro- 
ducts. The agency has taken ad-| 


THE 
COMING 
ADVERTISING 
AGENCY 
SHAKE-UP! 


Read all about it in 
November MEDIA DIGEST 


Yearly subscription $4.00 
2 Columbus Circle, N. Y. 19 


8x10- : 


Reproduction in Quantity | ] 


GENUINE .06ic 


in 100 to 900 QUANTITIES 
(1000 and over .06c) 


itil PHOTO-MATIC CO. att, 222 
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Try This For 


Over one million veteran subscribers and their 


families read Foreign Service. ‘That makes a total 


of 2,420,000 impressions for every advertisement! 


Right there is enough to recommend Foreign 


Service as a good consumer magazine bet. But 


wait—there’s more. A lot more! 


Foreign Service has an exclusive and highly unique 


editorial pattern. Foreign Service is owned by its 


readers! That means the readers control editorial 


policy — lifeblood of readership and advertising 


effectiveness. Here’s what they tell the Editors: 


“Give us the kind of war stories we can’t find in 


other magazines . . . publish information on veteran 


legislation . . 


. tell us what it means. . 


. and how 


it affects each individual Joe.” 


Naturally this policy breeds a peak degree of sus- 


tained reader interest and loyalty—both of which 


extend to the advertising pages. 


If you'd like further information, 
including a digest of the Starch 
Survey, please write. 


REPRESENTATIVES: 


Dan B. Jesse, Jr., and Associates, 10 East 43rd St., New York 17,N. Y. e 
Renick Averill, 427 West Fifth St., Los Angeles 13, Calif. 


Size... 


How can we support this claim? By the growing 


popularity of Foreign Service with mail order 


clients whose hard-selling techniques demand gen- 


erous reader-buyer response. 


All media experts respect this kind of dollars and 


cents proof of reader interest. 


Now is the time to reserve your space in Foreign 


Service during 1949. 


Rate Insurance for 1949 


Foreign Service is giving current advertisers a 


circulation bonus of 175,000 copies. During 1949, 
this bonus bargain will go as high as 250,000— 
and maybe higher. Space contracts signed in 


1948 will give advertisers the benefit of the pres- 


ent low $5.50 per line rate during the entire year 
of 1949. Circulation guarantee, 1,000,000. 


Founded 
in 1913 


Official Monthly Publication of the Veterans of Foreign Wars of the U. S. 
MEMBER AUDIT BUREAU OF CIRCULATIONS 
Broadway at 34th, Kansas City 2, Missouri 


Hil F. Best, 131 Lafayette St., Detroit 26, Mich. 
e@ Raymond J. Ryan, 203 North Wabash Ave., Chicago 1, Ill. 
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Insurance Firm 
Finds Industry 
Ads Pre-Sell 


SEATTLE—For most insurance 
brokers, advertising is a minor 
consideration and frequently con- 
sists of no more than the distribu- 
tion of calendars, desk pads, letter 
openers and similar reminders. 

But for Deek MacDonald, head 
of the D. K. MacDonald & Co. 
brokerage, advertising has become 
an integral part of company de- 
velopment. Mr. MacDonald uses 
primarily newspapers; his adver- 
tising is as current as possible, 
closely related to the news of the 
day; and it talks about you, not I. 

D. K. MacDonald & Co., now in 
its 40th year, handles fire, marine 
and casualty insurance. Business 
is written nationwide, but°70% is 
in the Pacific Northwest. Today 
the company is, with little doubt, 
the largest advertiser among in- 
surance brokers in the Northwest 
and now is laying out an expanded 
program for 1949. 


gs The backbone of the MacDonald 
advertising is a series, a salute to 
Northwest industries, appearing 
six to eight times a year. This 


Seattle and Portland papers and 
in dailies of other major north- 


| western cities of imporiance to the 


particular industry. 


ws Every two weeks D. K. Mac- 
Donald & Co. runs two-column 
reminder ads containing straight 
insurance talk, keyed to the prob- 
lems of the buyer. A typical head- 
line in this series repeats a Mac- 
Donald slogan: “We do not sell 
insurance. We buy it—for you.” 

Once a month the company car- 
ries an ad four inches deep and 
eight columns wide across the bot- 
tom of the Seattle Sunday Post- 
Intelligencer’s wirephoto page. 
These ads picture a disaster and 
are kept as timely as possible, 
showing news shots from recent 
events. Mr. MacDonald believes 
that there’s no better time to run 
advertising for insurance than 
right after a fire. 

Recent ads have carried brief 
mention of the company’s “free 
insurance analysis,” designed to 
strengthen protection and cut cost. 
This angle will be pushed in 1949, 


for the response has been good. 

MacDonald industry ads are all 
pre-tested, checked in advance 
with key members of the industry 
to make certain that the copy is 
accurate and the advertising will 
help build character for the firm. 

Mr. MacDonald likes newspapers 
because they permit timely copy 
that makes the company talked 
about—in a favorable way. He 
saw at first hand what publicity 
and that kind of talking can do 
when he was president of the Se- 
attle Chamber of Commerce before 
the war. 


# But there’s probably another 
reason why he didn’t advertise 
earlier in the 40 years of the firm: 
He was building his organization, 
including: such details as the en- 
gineers who now make the free 
insurance analysis. 

“Advertising,” he observes, 
“isn’t worth a damn unless you’ve 
got the organization you say you’ve 
got.” In building his organization, 
he and some of his key men have 


edition of Wall 
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to establish themselves in major 
markets. where insurance can be 
bought. At home he has developed 
a staff that can develop new types 
of insurance to meet a particular 
problem of industry. One odd 
policy was written to protect the 
cache of an Alaskan fur trapper. 

The MacDonald organization 
now writes about 1,000 different 
kinds of policies, many of which 
it originated. Since the war, of- 
fices have been opened in Spokane, 
Portland, Los Angeles, San Fran- 
cisco and Kansas City. This year 
Mr. MacDonald says the company 
will handle $10,000,000 in prem- 
iums, 20% of which comes from 
business east of the Rockies. That’s 
better than three times the pre- 
war volume. 

Business paper advertising, tai- 
lored to the field, is carried in 
Marine Digest, Marine Guide, 
Northwest Agency Bulletin, Motor 
Transportation, Pacific Fisherman, 
Pacific Motorboat, Pacific North- 
west Underwriter, Pacific Coast 


man, Western Motor Transpx 
and Western Trucking News Ser: - 
ice. 

Mac Wilkins, Cole & Webe- 
Seattle, is the agency. 


~ 


Two Join Lever's PR Dept. 


John K. Barnes Jr., former 
supervising editor of Ford Mot 
Co.'s employe publications cha 
in Dearborn, Mich., has bee 
named editor of the “Lever Star 
dard,” employe magazine of Lev: 
Brothers Co., Cambridge, Mas 
Alexander C. Sessums, former! y 
with the New Orleans Time:- 
Picayune and with the Office cf 
War Information, has joined Lever 
as a special writer. 


| 


Wine Growers Plan Campaign 


The Co-operative Wine Growers 
Association of South Africa, pro- 
ducer of Paarl wines and brandies, 
has plans for a Christmas cam- 
paign using four colors in a wide 
list of national magazines in Ca- 
nada. A. H. Sainsbruy, Toronto, 
is the chief Canadian represen- 


traveled through most of the world Timberman, West Coast Lumber- vertising is the agency. 


Street Journal, | tative for the firm and McKim Ad- 


series began in 1947. One by one | 
the advertisements presented a> 
major industry of the Pacific | 
Northwest with which the com-| 
pany does business. The series | 
gradually has broadened to indus- | 
tries with which the seen | 
wants to do more business. 

In each ad, the copy is about 
the industry, not about insurance. 
The importance of the industry in 
the Pacific Northwest’s economy 
and future is plainly set out.) 
There is only one paragraph of | 
copy about D. K. MacDonald & Co. 

Typical headlines are these: 
“Pacific Northwest Dairies Produce 
Golden Harvest”; “Pacific North- 
west fisheries . . . partners in a 
half billion dollar harvest’’; “‘Paci- 
fic Northwest mills grind large} 
share of nation’s flour.” | 


ws Primarily the ads are in the} 
nature of good will builders. They 
help build a friend before the 
salesman calls. Each ad in the 
series is extensively merchandised. 
Reprints are mailed to leaders in 
the industry, whether they are 
clients or not, and with each goes 
a short covering note from Mr. 
MacDonald. The ads are carefully | 
timed to coincide with other com- | 
pany promotion. 

The industry series appears in| 


Our sample cases 
house some pretty 
BIG names 


The Veritone Co., 57 W. Grand Ave., Chicago 
Telephone Whitehall 5957 


Strategy ina sales offensive is just as im- 
portant as strategy in a military offensive. 


And preferred strategy, in either instance, 
is to take and hold key centers—and “fan 
out” from there. 


Twenty-six men enable you to “invade” 
every other home—or better—with your 
sales message in more than 500 key cities 
40 with populations of 100,000-plus. 


Twenty-six men assure your sales message 
of entry into every other home—or better 

in all 138 top market areas yielding 64% 
of all retail sales. And “fan it out” from 
there into 4,000,000 homes in adjacent 
marketing areas! 


These 26 men are the 26 editors responsible 
for the 26 Sunday Magazines of Metro- 


Metropolitan Sunday 
Magazine Group & 


Flow to capture the country 
—with 26 men! 


tur 


otro) 


ANTA 


IMO 
TON ( 
nd/or | 
FALO 
CAGO 
CINN, 
VELA 
MOIN 
ROIT 
nd/or 
ANAL 
; ANGI 
WAU} 
NEAI 
W YOR 
LADEI 
TSBUR 
politan Group. Each of these men edits hapa 
one—and only one—of the entire 26 wus 
Magazines in the Group. Each knows best ad/or 
what his readers like most because he lives _— 
among them. — 
INGFI 
No national magazine or Sunday supple- KACUS 
ment offers such a unique publishing and SHINC 
editorial set-up. 
Quite significantly, in this respect, 
the 26 Sunday Magazines of Metropolitan like 
Group enjoy—according to all available etropo 


studies—the highest average inside page 
readership of anything in print. 


Because of this unmatched readership 
plus Metro's unmatched coverage—you can 
reach, through these 26 Magazines—per $ 
invested—more people in more places where 
most goods are bought. 
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Denver Clothier's 
,0tball Contest 


Veb« 
osts Him $30,000 
YENVER—Claiming the biggest 
mer pn2-week contest loss of any ad- 
Mot:  tiser in the nation, Harry Bit- 
cha), gn, head of Harman Tailors, has 
bee, fh nged the rules of his widely ad- 
Star. fhve-tised football contest. 
Leve: Ur. Bitman was nicked for 412 
Mas sew suits by that many regional 
merly fuessers who picked the full slate 
tmes- fy ten winners in a Harman con- 
ice (f Buc: Mr. Bitman claimed that the 
Lever ft .; totaled $22,248, exclusive of 
niteration costs which will run the 
inal bill to around $30,000, “‘which 
aign s greater than any of the national 
OWers Badio contests because this was a 
Pro- Byne-week deal, not an accumula- 
ndie: 8 ion.” 
wide He has hastened a change of 
1 Ca. ules to limit the contest to the 
ronto, @irst, rather than all the entrants 
esen- (vho pick the full list correctly. 
1 Ad- Hal Neiman & Associates is the 


hgency. Harman Tailors is a man- 


hese are the 26 
nday magazine 
ture sections of 


etropolitan Group 


ANTA Journal 
lIMORE Sun 

TON Globe 

nd/or Herald 

FALO Courier-Express 
CAGO Tribune 
CINNATI Enquirer 
EVELAND Plain Dealer 
MOINES Register 
ROIT News 

nd/or Free Press 
MANAPOLIS Star 

; ANGELES Times 
WAUKEE Journal 
NEAPOLIS Tribune 

W YORK News 
LADELPHIA Inquirer 
TSBURGH Press 


_vertising Age, November 15, 1948 


ufacturing, direct-to-consumer or- 
ganization. 


Taylor Corp. to Huffman 


Taylor Corp., Alliance, O., manu- 
facturer of a small, portable, elec- 
tric washing machine capable of 
handling one-third of the capa- 
city of the conventional home 
washer, has named Huffman & Co., 
Canton, O., to direct its advertis- 
ing and sales promotion. Trade 
publications, magazines and re- 
gional radio programs will be used. 


Opens Drive in Canada 


Industrial Coatings Ltd., Van- 
couver, B. C., is using business 
papers to promote its newly-devel- 
oped plastic linings for food pro- 
cessing tanks and machinery. 
O’Brien Advertising Ltd., Van- 
couver, B. C., handles the adver- 
tising. 


Mellin’'s Names Smith 


John A. Smith & Staff, Boston, 
has been appointed to direct the 
advertising of Mellin’s Food Co. 
of North America, Boston, manu- 
facturer of baby food. Direct mail, 
newspaper and magazine advertis- 
ing is planned. 


Crosley Boosts Price $10 


The suggested retail price of 
the S-70 Shelvador refrigerator, 
made by the Crosley division of 
Avco Mfg. Corp., Cincinnati, has 
been increased from $219.95 to 
$229.95. 


Appoints Mendte Agency 

J. Rebert Mendte, Inc., Philadel- 
phia, has been named by the De- 
partment of Wharves, Docks and 
Ferries of the City of Philadelphia 


to promote the advantages of the | 


Port of Philadelphia. 


Philco Transports 
Television to Brazil 

Visitors at the International 
Exhibition of Industry and Com- 
merce to be held this month at 
the Quitandinha, outside Rio de 
Janeiro, wille have an opportunity 
to see what a television set looks 
like. 

Philco International Corporation 
shipped some models at the request 
of its Brazilian distributor, who 
reported that, despite the lack 


67 


of transmitting facilities, South 
Americans are extremely curious 
about video. 


Copy That SELLS! 


Don’t fall for ad men 
who say results must be 
slow, gradual. Copy is 
good only if it sells ... 
and fast! 


Box 7155, Advertising Age 
100 E. Ohio St., Chicage 11, III. 


SERVICE 


OTSA | (DIE-CUTTING = E; 
PAPER and BOARD 


\VE., CHICAGO 
FREE 


SUPerior75105 


360 EAST GRA 
Write 


PORTFOLIOS + 


- EASELING — 


folder 


VIDENCE Journal 
LOUIS Globe-Democrat 
nd/or Post-Dispatch 
PAUL Pioneer Press 
TTLE Times 
INGFIELD Republican 
ACUSE Post-Standard 
SHINGTON Star 


media, 
etropolitan Group is a national 
work of twenty-six (26) locally 
med, locally edited, locally power- 
Sunday magazines . . . printed in 
avure for 15,000,000 families. 


like other national 


eir local ownership, local view- 
int, local editing, local power, 
d up to the greatest local patron- 
ind popularity accorded any- 
ng in print. 


Metropolitan 
Sunday Magazine | 
Group 


20 East 42nd Street, New York 17, N. Y. 

TRIBUNE TOWER | 

CHICAGO | 

NEW CENTER BUILDING 
DETROIT 


15; MONTGOMERY ST. 
SAN FRANCISCO 
448 SOUTH HILL STREET 
LOS ANGELES 


(| 


Go after sales with all the power a strong DISPLAY packs—with the 
potent punch that eye-capturing subjects, vivid color and dynamic layout 


can deliver just at the right moment to get buying action. In the window — 


on the counter—a hard-hitting display is often just the pay-off jab that 


rings the cash register for your product instead of a competitive one. 


INLAND'S years of experience in designing, producing and setting up 
high-voltage se//ing displays can help you add that Sunday punch to your 


selling program..and in many cases, at lower costs than you might 


expect. Get INLAND in your corner . 


. call us in to discuss a display 


program which will put a new wallop in your selling attack. You'll like 


the way we work! 


Write vs — now — if you'd like to see the remarkably varied group 
of subjects which are available for territorial-use displays, on a 
lower-cost basis. 


328 So. Jefferson St. 
Chicago 6, Illinois 


* represented in principal 
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SMASHING EFFECTS 


The selling impact of a well-written headline 


depends, finally, upon how it is set in type. 


RTK typographers use type to deliver the advertising 
message with maximum effect. Many advertisements set 
by RTK have won praise and prizes; but all are set 


to win and hold the reader’s buying attention. 


RUNKLE*THOMPSON+KOVATS+INC 
ADVERTISING TYPOGRAPHERS AND PRINTERS 
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“Liquor Copy No Drinking Hypo” 

—ADVERTISING AGE Headline 
(Oct. 4, Page 90) 

So when you open Holiday 

And see that ad of Dubonnet, 

Or if your choice is Coronet 

Please pronounce it Dubonnet, 

Remember that you may not thirst 

(Unless you’ve learned the brand name first.) 


Regard that fifth of Dixie Belle 

Four colors strong in Mademoiselle. 
And there’s a page for Teacher’s Cream 
Milking your buds in Field & Stream. 
The space was bought to talk bouquet 
(But they offer it by the case today.) 


Thumbing idly through a pub 
Mark you well Canadian Club. 
Note the Schenley ad in Pic, 

Men of distinction posed in Click. 
The aim is not to sell more likker 
(Parentheses enclose this snicker.) 


When next you see a thirst reminder 
In Life or Look or your Pathfinder 
Remember that it’s there to.... 
Do everything except to sell. 
Statistics prove consumption less 
(Because of the ads? Come now, confess.) 

—R. W. McFapyven 


. well, 


(This third contribution to the “AA poets’ corner” is from 
Bob McFadyen, research associate with National Broadcast- 
ing Co., New York. If rhyming is your forte, get into the 
act. Send the stuff along. Remember the rules: It must 
have something to do with advertising; the editor is the 
sole judge of its merit; and there is no pay, so you can 
retain your amateur status.) 


Newspaper Ad Clinic Planned |CBS Names Johnson 


The second annual newspaper 
advertising clinic, sponsored 
jointly by the University of Miss- 
ouri School of Journalism Exten- 
sion Service and the Missouri Ad- 
vertising Managers’ Association, 
will be held at the School of 


J. Soulard Johnson has been 
named western division manager 
of CBS Radio Sales, AM and TV 
station representative. Formerly 
assistant to Wendell B. Campbell, 
general manager of KMOX, Co- 
lumbia-owned St. Louis station, 
Mr. Johnson will make his head- 


Kilroy Leaves Agency 
for Anchor Brand 


James J. Kilroy has resignec ag 
treasurer and an account exe. 
tive of Kilroy, Hague & Atk »s 
Charlotte, N. C., to become ad\ +. 
tising and merchandising direc or 
of Anchor brand shrimp, a nw 
type of frozen food product wh ch 
shortly will be introduced nati n- 
ally. The agency handles the / n. 
chor brand advertising. 

Plans call for point-of-sale, -e- 
tail cooperative advertising «nd 
limited space in selectéd women’s 
magazines. 


Milsom Joins Guild Radio 


Audrey Milsom, formerly with 
Station CHUM, Toronto, has joi)ed 
Guild Radio Features Ltd., Tor- 
onto, to handle promotion of s yn- 
dicated programs and radio pro- 
duction. Guild Radio has been 
named to handle the Canadian 
sales for “Robbins’ Nest,” “Any- 
thing for Laffs” and “It’s a Great 
Show,” produced by Kermit-Ray- 
mond Productions, New York. 


Martin-Senour Names Stuart 


Spencer R. Stuart has _ been 
named sales promotion manager of 
the Nu-Hue products of Martin-# 
Senour Co., Chicago paint manu- 
facturer. He has been doing sales 
work on the Pacific Coast for the 
company. 


I specialize in writing effec- 
tive advertising copy. My 
famous research library is a 
treasure-house of new ideas 
for adding human interest to 
your product or your service. 
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Journalism in Columbia, Mo., Jan. 
15-16. 
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1948 SEATTLE + 
POPULATION AS 


520 NORTH DEARBORN STREET CHICAGO 10 


RSM ARA CHICAGO 40 - 


quarters in Chicago. 


1,800 
1945, 
about 


Doyl 
to U; 


} Reach this rich and growing market through Jol 
geles, 
dle tk 
ing ¢ 
of § 
agen 
na and 


: the columns of the newspaper which gives you 
the greatest circulation (283,352*) of any 


newspaper in the Pacific Northwest. 


*Sunday 


Post-Intelligencer 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 


Washington State Census Bureau, 1948 Population Study 


1940 POPULATION, 407,630 
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lio pro-§§SPOTLIGHTS FILM—General Mills, Minne- 
1S been ff opolis, tells the story of its regional stock- 
anadianffholder meetings in this four-color page 
’ “Any Bischeduled for The American Weekly Nov. 
a Greati 28, life Nov. 29, and The Saturday Eve- 
\it-Ray-ff ning Post Nov. 13. The ad, prepared by 
ork. §88D0, Minneapolis, spotlights the sound 
color film, “General Mills Today,” pro- 

‘tuart j%vced by RKO-Pathe for the company’s 
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20th anniversary report. 
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ore Advertising 
Agencies Go Bust 


New YorK—Failures of adver- 
sing agencies in 1948 probably 
jill be double such failures—both 
n number and combined liabil- 
ties—in 1947, figures compiled by 
Dun & Bradstreet for AA indicate. 
In the nine-month period, Jan- 
ary through September, there 
Mwere 19 agency failures with lia- 

ilities of $600,000, as compared 

vith 12 failures with $304,000 lia- 


e 


jilities in the entire year 1947. 

Since 1944, when no failures 
whatever were reported, the num- 
er has risen steadily. There was 
ne, for $4,000, in 1945, and six for 
$145,000 in 1946. 

Greatest number of failures in 
the past 15 years was 52, reported 
for 1934. Liabilities in that year 
vere $1,061,000. In 1935 there were 
82 failures, but liabilities reached 
he record mark for the 15-year 
period of $1,218,000. 

Number of failures and amount 
ff liabilities continued to drop to 
16 (for $297,000) in 1937, moved 
up above 40 (for $1,056,000) in 
1940, and then moved downward. 

No data are available on the 
total mumber of agencies in ex- 
istence in this country, but this 
figure is said to have expanded 
steadily since the war. Standard 
Advertising Register’s current 
agency book lists about 2,300 
agencies, including branch offices, 
and about 1,800 separate agencies. 
In 1947 the Register listed about 
1800 agencies, minus branches; in 
1945, about 1,600, and in 1940, 
about 1,600. 


Doyle Packing to Riordan; 
io Use National Magazines 


John H. Riordan Co., Los An- 
geles, has been appointed to han- 
dle the advertising of Doyle Pack- 
ing Co. of New Jersey, producer 
of Strongheart dog food. The 
agency has for the past 12 years 
handled the advertising of the 
Momence, Ill, Kansas City, Mo., 
and Los Angeles plants. 

[he company will use national 
m:gazines for the first time since 
1938. The campaign will include a 
‘ul page in Life in January, fol- 
‘ved by half pages throughout 
the year. This will be supple- 
mented with posters, painted walls, 
‘e.ective radio and newspaper ad- 
ve -tising. 


Hurley Joins Morgan 

Nilliam Cranston Hurley, for- 
mrly on the guest relations staff 
of Don Lee Broadcasting System, 
fa; joined Raymond R. Morgan 
Cc , Hollywood. 


KIIO Gets Power Increase 
station KEIO, ABC affiliate in 
Pccatello, Ida., has been granted 
a ‘onstruction permit for full-time 
PC wer increase to 1,000 watts. The 
sition now operates on 250 watts. 
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Spartus Starts Big Drive 


Spartus Camera Corp., Chicago, 
has launched its largest campaign, 
using half-pages and full columns 
in American Magazine, Collier’s, 
Good Housekeeping, Life, Look 
and The Saturday Evening Post. 
Monthly full pages in color have 
been scheduled in Popular Photo- 
graphy. Dealer point-of-sale mat- 
erial including mats on a co-op 
basis, window streamers, counter 
displays, direct mail and consumer 
circulars also will be used. Sidney 
K. Lenby Advertising, Chicago, is 
the agency. 


Schedules Apparel Show 


Chicago’s national spring wash 
apparel show and market week 
will be held Jan. 30-Feb. 4. The 
merchandise displays will be ex- 
hibited at the Hotel Chicagoan, 
and the fashion show will be held 
at the Palmer House, Feb. 2. The 
Back-to-School Show, May 20- 
27, and the holiday and advance 
spring show, Sept. 16-23, will be 
held at the Palmer House. 


Seagram Profits 
and Sales Soar 


MontrReAL—Net sales, after 
freight and allowances, of Distillers 
Corporation-Seagrams Ltd. rose to 
a record $738,040,755 in the fiscal 
year ended July 31, 1948, Samuel 
Bronfman, president, has reported. 
This figure compares with $618,- 
135,497 in the previous fiscal year 
and with $477,500,000 the year be- 
fore. 

Meanwhile, net profit after taxes 
reached $54,735,660 in the last fis- 
cal year. In the previous year net 
profit was $43,122,502. Consoli- 
dated assets now exceed $346,000,- 
000. 

Mr. Bronfman announced that 
Ellis D. Slater, president of Frank- 
fort Distillers Corp., has been 
nominated to the board of direc- 
tors. The directorate already in- 
cludes Frank R. Schwengel of Sea- 
gram Distillers Corp. and W. W. 


Wachtel of Calvert Distilling Corp. 

Unlike previous reports, this 
20th annual report of the present 
corporation gives no special em- 
phasis to advertising. It presents 
the first of a series of stories on 
its distilleries to tell the origin in 
1857 and growth of Joseph E. Sea- 
gram & Sons Ltd. 

A map shows the 103 countries 
in which the company’s products 
are sold. 


ATF Buys Klingrose Machine 

American Type Founders, Inc., 
Elizabeth, N. J., has purchased the 
assets of the Klingrose Machine 
Corp., Brooklyn, which will be 
operated as the Klingrose Gravure 
division of the ATF for the manu- 
facture and sale of multicolor web- 
fed rotogravure presses. 


Henton Advanced 


Earl Henton, formerly resident 
manager of Station WEBC, Du- 
luth, Minn., Arrowhead Network, 


has been appointed director of 
news and special events for the 
Arrowhead Network. Bill Conner 
has been named program director 
of WEBC. 


Sibert Names Lee-Murray 


Lee-Murray Advertising, New 
York, has been appointed to handle 
the advertising of Sibert & Co., 
Newark. 
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1, ORANGE 2. LEMON 


HOW BURBANK DID IT... 


3. GRAPEFRUIT 


HOW PEE JAY DOES IT... 


+i 5 


1. A PRODUCT 2. PEE JAY 


iS 


3. SALES 


Luther Burbank concentrated his attention on 
producing a grapefruit! The American Poultry 
Journal has consistently concentrated on 
advertising sales results for 74 years. 

‘Today poultrymen receive $3,121,040,000 from 


the gross sales of their poultry and poultry products 
... representing 10.9% of the total U. S. agricultural 


cash income. 


92.8% of The American Poultry Journal’s circu- 
lation is concentrated in the 31 states that make up 


to farmers’ purchases”’) 


» 
h 


(Or “How Garden Machinery and Seed Ad- 
vertisers use Pee Jay to unite their products 


~< 
— 


QUALITY PRODUCT QUALITY 
PUBLICATION SALES! 


Garden Machinery and Seed advertisers 
who know the value of Pee Jay’s perfectly 


blended formula for assured sales results! * 


Mills, F. B. Seed Co. 
Kellogg Co.,R.M. 
Maule, Wm. Henry . 
Shumway, R. H. . 


Stark Bros. Nursery . 
Olds Seed Co.,L.L. . 
Jung Seed Co., J. W.. 
Bolens Mfg. Co. . 
Condon Bros. . 
Ferris Nurseries . 
Shaw Mfg. Co. 
Pioneer Mfg.Co.. . . . 
American SeedCo.. . . . 1 
a 
Lancaster County Seeds. . 1 


\ 
h 
h 
hs 
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Stahelin& SonF.C.. . 7 
South Michigan Nursery . 16 
Westhauser Nurseries 16 
Frew, E. Andrews 15 
Townsend Nurseries. 15 
Belsaw Machinery Co. . 13 
Rokely, J.N.. 2. 13 
Campbell-Hausfeld . 12 
Pond Garden Tractor 12 
Allen's Nursery 10 
Interstate Nursery . . 10 
Rosenthal Corn Husker. . 9 
Rototiller Inc. - : 8 
Gravely Mfg. Co. . 7 
Ottawa Mfg. Co... . 6 
Henderson, Peter&Co.. . 5 
Tug-O-Wheel Hand Plow Co. 4 
Milwaukee Equipment Co. . 3 
Champion Sprayer Co. 2 


*Figures indicate number of yeors 


the “egg basket” of the United States. 


in The American Poultry Journal 


"It’s a fact,” says Pee Jay... 


“Thirty-nine of the nation's 
leading Garden Machinery and 
Seed concerns have used the Pee 
Jay sales producing formula for 
up to 50 years. Reason? It’s 
logical! Readers of Pee Jay have 
the highest income... and high- 
est income means highest pur- 
chasing power!” 


Last year the value of all Farm Machinery and 
implements on U. S. farms was $5,146,853,000.00 
and 111,502 new units were purchased with a total 
value of $22,283,604,000. Total Seed sales were 
estimated to be in excess of $40,000,000.00. 

PEE JAY SALUTES BIG BUSINESS -THE POULTRY INDUSTRY 


ADVERTISING REPRESENTATIVES 


MINNEAPOLIS— J. P. MALONEY CO. NEW YORK—A. B. McCLANAHAN CO. 
1019 Northwestern Bank Bidg. 295 Madison Avenue 
Phone Atlantic 2229 Phone Lexington 2-1234 
LOS ANGELES—ROBT. W. WALKER CO, DETROIT—HIL. F. BEST 
684 S. Lafayette Pi. 131 W. Lofayette St. 
Phone Drexel 4388 Phone Randolph 7298 
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HOW OFTEN you have 
heard the expression—yes, 
and used it yourself: “I did 
so-and-so today for the first 
time!” 

Afterwards, you experience 
a feeling of pleasant surprise, 
and you wonder why you did 
not permit that “first time” 
to occur earlier. 

It may have been your 
“first time” call on new neigh- 
bors—a “first time” visit to a 
certain vacation spot—a “first 
time” game of golf—a “first 
time” business venture. 


Sound reasoning, logical 
adherance to accepted yard- 
sticks, and a little courage 
are often all that is necessary 
to put many “first times” into 
the past while you experience 
a new enjoyment, a new 
accomplishment, a new suc- 
cess. 


Consider, for instance, your 
“first time” use of religious 
media—particularly of the 
OUR SUNDAY  VISITOR- 
REGISTER UNIT. 


Your “first time” advertis- 
ing in these pages—based on 
the experience of scores of 
current advertisers — will 
prove satisfying and _ profit- 
able, a success you will wish 
to repeat. 


Examine the facts about 
the Catholic Market as reach- 
ed by OUR SUNDAY VISI- 
TOR-REGISTER UNIT. You 
will discover that you have 
uncovered an opportunity you 
did not know existed. 


PUBLISHERS REPRESENTATIVE 
C.D. BERTOLET & CO. INC. @ 30N. DEARBORN ST. @ CHICAGO 2, ILL. 


ae + 
7 383, eee 


ee 


and you sell the WHOL 


: i A > oe EE 
ey ahaa ss \ 
a * 


‘> oe 
Lafayette'Square—Buffalo + - 


Sell the NEWS READERS 


Prrig coy: 
— 


pmoathker 


Ae 


+ Buying center for over 1,250,000 people 
+ 98.6%, city zone families read the News 


= Achoice market for economical advertising 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER, Editor and Publisher 
“Western New York’s Great Newspaper” 
KELLY-SMITH CO., National Representatives 


TEXTILE EXECUTIVES—William A. Drisler 


Textron, 


Jr. and Tom Hubbard of Cannon Mills 
(Il. to r.) discuss textile prospects with John Alden Spooner and George Swartz of 


Inc. 


‘Chicago Tribune’ 


Maintains Lead | 


in Total Linage 


New YorK—Despite the con- 
tinuing typographical strike, the 
Chicago Tribune is far out in front 
of all other U. S. dailies in 1948 
advertising of both six and seven- 
day papers measured by Media 


Records, Inc. 


For the first nine months of 
the year, the morning and Sunday 
editions of the Tribune have car- 
ried a total of 30,755,827 lines of 
advertising, more than 5,000,000 


lines ahead of the next metropo- | 


litan daily, the Miami Herald. | 


Morning and Sunday editions 
of the Herald carried 25,249,551 
lines of advertising, with the next 
four among the “First Fifty” 
newspapers closely bunched. These | 
were the New York Times, morn- 
ing and Sunday, 25,190,560 lines; | 
Detroit News, evening and Sunday, 
25,176,628 lines, and Senere | 
Sun, evening and Sunday, 24,781,- | 
814 lines. 

Leaders in the major classifi- 
cations have kept the same rank-| 
ings which Media Records gave 
them in its six months’ compila- | 
tion of linage (AA, Aug. 16), with) 
the Chicago Tribune leading in’ 


_|general advertising among week- | 


| 


'tendent of Dualite Displays, Inc., 
| Cincinnati, 


day morning papers, totaling 
2,785,071 lines; the Chicago Daily 
News still topping other weekday | 
evening papers with 2,665,939 
lines and the New York Times 
first among Sunday papers, with | 
3,154,512 lines. In total advertising, | 
the Chicago Tribune still leads | 
among weekday morning papers, 
with 19,481,864 lines for the nine- 
month period; the Dallas Times- 
Herald is still in front among 
weekday evening papers, with 
17,569,730 lines, and the New York 
Times still tops the Sunday papers, 
with 12,032,273 lines 

Like the Tribune, the Chicago 
Daily News achieved its record 
volume in the evening paper field 
despite handicaps of the year-old 
strike of typographical workers. 


Reo Motors Elects Officers | 


Henry E. Hund, president and 
general manager, has been elected 
chairman of the board of directors 
of Reo Motors, Inc., Lansing, Mich. 
Joseph S. Sherer Jr., vice-presi- 
dent and assistant general mana- 
ger, has been named to succeed 
Mr. Hund as president and general 
manager. James J. Dervin, vice- 
president and director of pur- 
chases, has been appointed vice- 
president and assistant general 
manager. | 


Dualite Boosts Fitzgerald 


Wilbur Fitzgerald, service mana- 
ger, has been appointed superin- 


manufacturer of sign 


‘and clock displays, succeeding Le- 


roy Kyde, who has retired because 


‘of ill health. Carl E. Schroer has 
| been named art director in charge 
|of creative and production design. 


| 


Drops Viking Specialty 

Avery & Bruguiere, San Fran- 
cisco, has resigned the account of 
Viking Specialty Co., San Fran-| 
cisco. 


Duvall Appoints Roman 
E. L. Duvall & Son, Baltimore, 
pre-packager of fresh spinach and 
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fresh kale, has named Roman / ¢. 
vertising Agency, Baltimore, jt, 
handle its advertising. An F is 
Coast consumer campaign is un er 
way. 


Appoints Graham Agency 


The Connecticut telephone ; 
electric division of Great Ameri: an 
Industries, Meriden, Conn., mar u- 
facturer of communications equ p- 
ment and the Sound King 16 n » 
sound motion picture projector. 
has named Hugh H. Graham & 
Associates, New Britain, Conn. 
to handle its advertising in 194) 


Calpak Elects Pratt 


Roy L. Pratt, vice-president and 
general sales director of Califor- 
nia Packing Corp., San Francisco, 
packer of Del Monte brand foods, 
has been elected president of the 


company, succeeding the late 


'Alfred W. Eames. 


JAHN & OLLIER 


ENGRAVING COMPANY 


817 W. WASHINGTON BLVD., CHICAGO 7, ILLINOIS - MOwroe 6-7080 
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- THERE IS AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 


IZED SERVICE IN PLANNING, DE- 
SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIA 
-1T MAY BE THAT THE SKIL 
AND EXPERIENCE OF THI 
ORGANIZATION COULD BE USEI 


ADVANTAGEOUSLY BY YO 


LITHOGRAPHED DISPLAY: 
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Gallup’s Bandwagon 
jdea, Told in ‘44, 
Works—lIn Reverse 


WASHINGTON—Maybe George 
Gallup can get some consolation 
cut of recalling that Clinton 
Anderson, new Democratic sena- 
tor from New Mexico, was wrong 
too in a conversation he had with 
Mr. Gallup on Dec. 28, 1944. 

Said Mr. Anderson, then chair- 
man of the House committee ito 
investigate campaign expenditures, 
in putting Dr. Gallup on the wit- 
ness stand in connection with the 
1944 presidential poll: 

“If we seem to be insistent upon 
detailed information, it is only 
because there is a greater demand 
now than probably there ever 
will be again to find out exactly 
how these matters are handled.” 

And Dr. Gallup can also get 
consolation out of the fact that 
one statement he made that day 
has been amply justified by the 
1948 results. “A widely held de-, 
lusion,” he said, “is that publica- | 
tion of poll results will influence 
readers. No scientific evidence has | 
ever been produced to prove that | 
a bandwagon vote has ever influ- 
enced the outcome of any election. 
And there is a mountain of evi- 
dence to the contrary.” 

The mountain is now consider- 
ably larger, although some com- 
mentators insist that Dr. Gallup’s 
bandwagon theory works in re- 
verse: Those who believe they are 
on the bandwagon don’t bother to) 
vote, and those on the other side 
break their necks to register | 
their protests. 


a At the time of this investigation, 
which hinged largely upon Dr. 
Gallup’s assertion that his raw 
figures were “corrected” to account 
for certain trends, thereby making 
his °44 election prediction wrong, 
the pollster revealed that “‘five 
different methods of measuring 
candidate and party strength were 
used.’”’ There has been no indica- 
tion thus far as to whether all five 
of these methods, or others, were 
also used in the ’48 poll. 

The five methods, which Gallup 
told the congressional committee 
all produced figures that were 
within 3% of the national civilian 
vote totals, and which he said 
“will be useful in covering future 
elections” were: 

1. Election trends as revealed by 
special congressional elections, be- 
cause “the results can be studied 
just as other samples of public 
opinion are studied.” 

2. The regular quota sampling 
method, under which interviewers 
are assigned a given number of 
voters resident in a certain locality, 
with selections based on _ socio- 
economic groupings, sex, age, and 
certain occupations. : 

3. Quota sampling by secret 
ballot. The same as that described 
in (2) above, except that those 
interviewed are given a ballot to 
mark and place in a sealed box 
which the interviewer carries. 

4. Mail ballots to telephone sub- 
scribers and automobile owners. 

5. Pin-point or area sampling in 
five states—New York, Maryland, 
Ohio, Missouri and California. 


a The congressional committee 
vaking the investigation asked a 
“technical committee” to review 
ihe testimony and give its findings. 
“his technical committee was com- 
»osed of Louis H. Bean, Bureau of 
the Budget; Philip M. Hauser, 
bureau of the Census (now on 
leave as professor of sociology at 
\Iniversity of Chicago); Morris 
llansen, Bureau of the Census; and 
Rensis Likert, Bureau of Agricul- 
tural Economics (now director of 
‘the Survey Research Center, Uni- 
‘ersity of Michigan). 

This group of experts severely 
(riticized the 1944 Gallup poll on 


the grounds that “methods super- 
ior both to the quota sampling and 
the pin-point method of sampling, 
as used, were available and could 
have been utilized.” They con- 
tended further that the size of 
the sample was not adequate in 
many states, that “individual judg- 
ment was introduced into the prep- 
aration of the election estimates,” 
that relatively untrained enumera- 
tors, without adequate supervision, 
were used, and that adjustment 
in the “raw figures” were made 
“on a rough appraisal basis.” 


a The committee concluded, how- 
ever: 

“Although our review of the 
methods and results has disclosed 
a number of defects, the major 
ones of which were recognized by 
Dr. Gallup . . it is clear that 
the American Institute of Public 
Opinion ... has made relatively 
effective use of scientific survey 
techniques. The pioneer work 
which the Gallup organization has 
done in the field has, without ques- 


tion, contributed materially to the 
development and acceptance of 
sampling methods, not only in the 
prediction of election results, but 
also in the polling of public opin- 
ion on various political, economic 
and social questions and in the 
collection of public data through 
sampling survey methods. 

“The critical observations made 
here are applicable, of course, only 
to the polls for predicting the 1944 
election results. They do not neces- 
sarily apply to the other surveys 
of public opinion conducted by the 
Gallup organization which present 
other types of problems and which 
were not the subject of this review. 

“Modern _ scientific sampling 
technique can predict with strik- 
ing accuracy the results which 
would be obtained if a complete 
canvass were made of the entire 
population. The use of scientific 
sampling methods in ascertaining 
public opinion constitutes an im- 
portant contribution to the needs 
of a_ well-informed democratic 
society. The fact that the sampling 


‘methods used by Gallup, or even 
| superior sampling methods, may 
|not precisely predict election re- 
| sults for states in which party pref- 
‘erence is nearly evenly divided, 
does not at all detract from the 
value of public opinion surveys on 
general social, political and eco- 
nomic matters ... The accuracy 
of political predictions in close) 
elections constitutes an unneces- | 
sarily severe test of the accuracy | 
of public opinion polls on other! 
issues.” 


Klitten Appoints Swain 


L. J. Swain, formerly an account 
executive of Lester C. Nielsen 
Agency, has been appointed ac- 
count executive and a member 
of the plans board of Martin R. 
Klitten Co., Los Angeles. 


Swenson Adds Duties 


Jack Swenson has been ap- 
pointed to handle publicity for 
Station WDAY, Fargo, N. D. He 
will continue to supervise the 
station’s newsroom. 
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‘Campus’ Adds Colleges 


Campus Magazine, Los Angeles, 
has expanded its coverage from 
33 California colleges to include 
colleges in Oregon, Washington, 
Nevada, Arizona and Utah. In- 
serts of four to 24 pages carrying 
local news and ads will be used in 
the added markets reached. Page 
rate on inserts averages $55, 
compared with the basic rate of 
$235. 


SUPER SALESMAN 


SALARY: 50¢ for life! 


Tireless, aggressive. Experienced, 
Proven sales producer, good will 
generator. Name: MICRO-LITE, the 
handsome all-purpose miniature 
keychain flashlight imprinted with 
YOUR firm name. Put me to work 
for YOU! I'm a whiz for new biz. 
For promotional plan tailored to 
YOUR line. . . literature, price list, 
sample, write on your business 
letterhead to MICRO-LITE CO., 
INC., 44 West 18th Street, New 
York City 11. 


... for which Men dreamt & Died! 


Some nights the clouds close down 
in the deep passes... A wind with a 
faraway wail worries the pines, the 
brush rustles, and the murmurs mount 
between the canyon walls to a muffled 
chorus... And the Indians say the 
men of the Long Shadows make talk! 

These nights, then... the swarthy 
Spaniards, the lean scouts, the fur 
traders, the Swiss Sutter, the eight- 
dollar-a-month cavalrymen, the Wells 
Fargo teamsters...the nameless and 


forgotten who choked in the dust of 


the wagon trains, were duped by desert 
mirages, foundered in rivers, stopped 
to rest in the deep snows, fell to famine 
and fever, arrow and knife...all those 
who loved this country and had to 
come the hard way ... what tall tales 
they must tell of today’s never-ending 
emigrant stream! 


E.acu month brings twenty thousand 
new people to California, more in a few 
months than the Gold Rush decade! The 
last nine years of the State’s centennial 
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brought almost half as many settlers as 
the ninety-one before! 

Today’s newcomers are not refugees 
.--not the dispossessed of the dust bowl, 
displaced by war, driven by fear and want 
---not political pariahs, social outcasts, the 
economic unfit, or dull and unknowing 
snot even in any number, the elderly 
annuitants and pensioners...but pilgrims 
by choice at the national prosperity peak, 
coming to build, grow and prosper! 

Memorable, too, is the motivation of 
this mass migration ... not mere change, 
opportunity, 
scenery ... but the further fulfillment of 


not climate, commercial 


the American dream of the better life, of a 
more rewarding mode of living... for 
which California, by all current popular 
concepts, has the superlative specifications. 

Notall the newcomers, of course, settle 
in Northern California...but some of the 
best are swelling the San Francisco market. 
And some of the best of those will come 
to the Chronicle as the newspaper they 
need and like... because its news coverage 
is probably the most comprehensive of 
any paper West of New York, its editorials 
enlightening, its policies progressive and 
its entertainment generally adult. 


Ina major market, The Chronicle is 
the major medium—as evidenced by its 
coverage of one-third the City’s families, 
and one-fourth the suburban .. . linage 
preference on the part of the principal 
retailers and department stores, for sales 
volume and charge accounts, too... first 
choice of general advertisers as well! With 
all present prospects plussed by population 
trend, and a push from Destiny! ... Details 
from any SFW man, any office—and 
nothing to be gained by delay! 


San Francisco Chronicle 


SawyYER, FerGuSON, WALKER Co., 


National Representatives ... New York, 


Chicago, Detroit, Atlanta, San Francisco, Los Angeles 
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Underwood Launches Drive 


Underwood Ltd., Toronto, has 
launched a campaign in 43 daily 
newspapers across Canada, in cities 
where Underwood branch offices 
are located. The Toronto office 
of J. J. Gibbons Ltd. handles the 
account. 


McBee Promotes Kiliani 


Bayard T. Kiliani, salesman in 
Pittsburgh for McBee Co., has been 
appointed manager of the com- 
pany’s Philadelphia office. He suc- 
ceeds J. H. Preston Jr., who was 
recently named assistant to H. C. 
Davis, vice-president in charge of 
sales. 


When you 


Remember 
need 


WM. F. RUPERT 


RECENT =| compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
BIRTH for the past fifty years. 
90 Fifth Ave., New York 11 
LISTS CH 2-3757 


Sex Pays Off 
for Kinsey- 
Whisky, That Is 


LINFIELD, Pa.—The Kinsey Re- 
port has resulted in a marked 
boom for the Kinsey Distilling 
Corp., and the latter has, in a less 
spectacular fashion, contributed 
to the sales of the sensational 
volume. 

‘It seems that T. A. DuBois, gen- 
eral sales manager of the distilling 
company, began receiving letters 
from Kinsey jobbers and dealers 
requesting copies of his “report” 
shortly after Dr. Alfred C. Kin- 
sey’s book on “Sexual Behavior 
in the Human Male” was pub- 
lished. To add to the confusion, 
misguided customers mailed the 


Representatives Phone Nos. 
Birmingham, Ala. 
9-8437 
Buffalo, N. Y. 
Cleveland 8549 
Chicago, Ill. 
Central 5184 
Cincinnati, O. 
Main 4229 
Cleveland, O. 
Lakewood 2632 


n 


Dallas, Texas 
Riverside 6051 

Denver, Colo. 
Cherry 5467 

Detroit, Mich. 
Pingree 7766 


Houston, Texas 


Keystone 3-4425 
Kalamazoo, Mich. 


2-6766 
Kansas City, Mo. 
EXPERTS IN tytier to display headquarters ra. 
PLASTICS best results in plastics, displays Meats Tout 0074 
. " e is, . 
ge and display racks, posters, lighted 7 37-2321 
cauaeree signs, cutouts, electric clocks, sales “™ °RS9"%. 5%<4o 
UTHOGRAPH promotional items, miniatures and “ew York City, N. ¥- 
GLASS ion di Omaha, Neb. 
eombanoes models, action displays . . . made te Omohe, Mee aon 
FIRED Giass Pack a real sales punch! Dwinell Philadelphia, Po. 
. e r - 
wo knows how. Let our creative de- st. Louis, Mo. 48 
' t 
po. partment help you. Call your nearest wichita, Kansas ot 
PLASTER representative today . . . or fill in — 
PAPER H H A few choice terri- 
EER coupon below. No obligation. | A few choice terri- 


CHARLES L. DWINELL CO., Dept. 202 
119 W. 8th St., Kansas City 6, Mo. | 


Please have a representative call, bringing complete information about | 


IRVING WOOLF & CO. 


DIRECT FACTORY 


ECONOMICA 
FULL COLOR. 
REPRODUCTION 


in editions from 100 to 5,000 
Sheet Sizes up to 42° x 62". 


REPRESENTATIVES 


BS 
e CHICAGO: 35 S. DEARBORN STREET 
e RAndolph 6-0549 

* , LOS ANGELES: 1223 N. HIGHLAND AVE. 
nt Hillside 6038 


firm Kinsey labels with requests 
for a copy of the Kinsey Report. 

Mr. DuBois, figuring that the 
dealers were kidding him, bought 
copies of the $6.50 book and mailed 
them along with explanatory let- 
ters which pointed out that there 
was no connection between 
“Sexual Behavior in the Human 
Male” and Kinsey products. Con- 
sumers, some of whom evidently 
thought the report was a new 
Kinsey promotion piece, were ad- 
vised to get in touch with their 
nearest bookstore. 


2 A Washington liquor dealer 
asked for two copies of the report. 
His plan was to start a free lend- 
ing library for his many customers 
who had asked for a copy of the 
book. 

The distilling corporation, ac- 
cording to Mr. DuBois, “bent over 
backwards not to capitalize on all 
this publicity.” Suggested adver- 
tising campaigns based on “Our 
Own Kinsey Report” with the 
theme, “the average human male 
has Kinsey for his whisky habit,” 
were coolly rejected. In fact, the 
company says it rejected all tie- 
ups, including window displays 
featuring the Kinsey Report and 
Kinsey whisky. 

Mr. DuBois did put together a 
booklet, titled ““Kinsey’s Own Re- 
port on the Kinsey Report,” for 
distribution to salesmen and job- 
bers. This booklet, which showed 
the Kinsey whisky symbol—a 
knight in full armor—reading a 
copy of the Kinsey Report, was 
printed, Mr. DuBois said, for the 
amusement of the salesmen. It 
contained reprints of various items 
about Kinsey (report) and Kinsey 
(whisky). Enough additional 
stories have been written on this 
subject to warrant a second edi- 
tion of “Kinsey’s Report on the 
Kinsey Report,” which is due off 
the presses any day now. 


a Meanwhile, Kinsey Distilling 
has taken every occasion to deny 
any connection with the Kinsey 
Report (and, incidentally, pick up 
additional publicity) following its 
mention in newspaper and maga- 
zine stories on the Report. 

This, however, proved insuffi- 
cient and Mr. DuBois, tired of be- 
ing mistaken for a distributor of 
the book and perhaps of paying 
$6.50 for copies for dealers, ran 
an advertisement in the New York 
Herald Tribune book review sec- 
tion last month asking people— 
especially those who sent in labels 
—please to stop writing Kinsey 
Distilling for the book. 

If Kinsey customers don’t get 
the idea—and Mr. DuBois has little 
hope that they will right away— 
the advertisement probably will 
be repeated in a number of news- 
papers. 

J. D. Tarcher & Co., New York, 
is the agency. 


Andrews and Wilson Form 
Agency: Have 5 Accounts 


Paul Andrews, formerly with 
Makelim Associates, Hollywood, 
and Arthur L. Wilson, formerly an 
account executive of Larry Pend- 
leton & Associates, have formed 
an advertising agency under the 
name gf Andrews-Wilson, Inc., 
with offices at 407 Commercial 
Center St., Beverly Hills, Cal. 
Other members of the agency are: 
Robert D. Andrews, one time 
script writer for Blackett-Sample- 
Hummert, vice-president in charge 
of radio, and D. J. Armantrout, 
formerly with Makelim Associates, 
media director. 

Among the accounts to be han- 
dled by the new agency are Air 
Line Tickets, Inc., Air Line Reser- 
vations, Inc., Carosanti Perfumes, 
Murdock Distributors and No- 
Rinkle Products. 


Joins Ryder & Ingram 


Donald L. Wyatt, formerly ad- 
vertising manager of Kaiser Steel, 
has been named an account exec- 


utive of Ryder & Ingram, — 


land, Cal., agency. 
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ABC Will Not Take 
Action If Members 
Use CCA Figures 


Cuicaco—The Audit Bureau of 
Circulations will not attempt to re- 
strain its publisher members from 
using circulation figures obtained 
from the Controlled Circulation 
Audit, it is indicated. 

In a discussion period following 
his speech before the Chicago Busi- 
ness Papers Association, James N. 
Shryock, managing director of the 
ABC, commented that the bureau’s 
legal counsel has advised ABC di- 
rectors that there is no legal 
basis for any action and, he hinted, 
none would be taken. 

Mr. Shryock also reiterated that 
there is little likelihood the Audit 
Bureau will measure controlled 
circulation. 

“Those who contend that the 
ABC should in some way audit the 


unpaid distribution of its membe s 
or even those who advocate t 
bureau’s auditing wholly controll 
or free publications must reco 
nize that this cannot be done 
terms of the bureau’s standa: 
defining net paid circulation,” 
declared. 
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Willson Names Huddleston 


H. W. Huddleston has been a; - 
pointed sales promotion and adve - 
tising manager of Willson Produc’ s, 
Inc., Reading, Pa., protective d:- 
vices for head, eyes, nose ard 
throat. T. D. Irvin, formerly wi'h 
N. W. Ayer & Son, has joined tle 
company as assistant adverti.- 
tising manager succeeding Eliz:- 
beth F. Trego, who has resigned. 


Hiram Walker Elects Corbit 


Ross Corbit, president of the 
Barclay division of Hiram Wa!- 
ker-Gooderham & Worts Ltd., has 
been elected president and genera! 


sales manager of Hiram Walker, 
|Ine., Detroit. 


REVERE PHOTO 
712 Federal Street 


Quality Printing Plates 


REVERE FOR COLOR 


ENGRAVING CO. 
e Chicago 5, lll. 


SUPER SUIT 


SALESMAN! 


If you’re considering station selling power in Pitts- 


burgh, try this one on for size! A local men’s clothing 
store bought the Frank Leahy football show Friday 
nights on KQV. The store now reports that it did more 
business in the first two weeks of October than in all 
of October last year! And this despite a slumping mar- 
ket in menswear. Proves once again that KQV’s audi- 
ences are not only BIG but terrifically responsive too! 


PITTS 


BURGH’S AGGRESSIVE 
RADIO STATION — 
Basic Mutual Network - Natl. Reps. WEED & CO. 
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Most of South's 
Newspapers Will 
Raise Ad Rates 


(Continued from Page 1) 
had raised rates from 10 to 17% 
during the past year. 

Cost talks were general at con- 
vention conferences. Tom Tanner, 
SNPA labor commissioner, said 
newspapers are being forced to in- 
crease circulation and ad rates and 
accept diminishing revenues. He 
urged “complete frankness” in dis- 
cussing these problems in all ne- 
gotiations with unions on the mat- 
ter of wages. 


s SNPA President Lisle Baker Jr. 
of the Louisville Courier-Journal 
and Times, advised further investi- 
gation of new printing methods 
with an eye toward production 
price-cutting. 

Myron Chamber of the Knozr- 
ville News-Sentinel suggested that 
a 7¢ coin might be the solution. 
He opined that with such a coin, 
newspaper prices could be raised 
to 7¢ without a major complaint 
by buyers because of the nuisance 
penny change factor. 

It was pointed out that Los 
Angeles papers have gone to 7¢. E. 
B. Stahlman Jr. of the Nashville 
Banner reported a loss of only 500 
morning and 600 evening circula- 
tion following a 5¢ weekly sub- 
scription price hike by his papers. 


s Lloyd Phillips, advertising di- 
rector of the New Orleans Item, 
expressed the alarm felt by ad- 
vertisers at the steadily declining 
rate of retail unit sales despite an 
increase in dollar volume. He said 
this trend is due to increased costs 
and suggested that newspapers 
sponsor community-wide sales 
projects as a possible solution. 

In a labor relations session, 
Thurman Arnold, attorney for the 
SNPA labor committee, told pub- 
lishers they must educate the pub- 
lic on the sound aspects of the 
Taft-Hartley Act if they expect the 
act to survive. He said he did not 
think the recent election could be 
‘onsidered a mandate to the Tru- 
man administration to repeal the 
act but that it was in jeopardy be- 
cause it is misunderstood. 

He said publishers should be 
heard before any congressional 
committee considering repeal of 
the act. He said they should show 
the economic case against the 
‘losed shop, the dangers of power- 
ful international unions swallow- 
ing up independent unions and 
their coercion aimed at destroying 
the autonomy of local bargaining 
agents. He said these are the ob- 
jectionable practices which 
brought about the passage of the 
Taft-Hartley legislation. 


8 Precedent was shattered when 
the SNPA unanimously elected 
Mrs. Oveta Culp Hobby, vice-pres- 
ident of the Houston Post, to its 
presidency. She formerly was a 
directo: -at-large. Mrs. Hobby, wife 
of former Gov. William P. Hobby 
of Texas, mother of two sons and 
wartime commander of the Wom- 
er’s Army Corps, becomes the 
first woman president in SNPA’s 
46-year history. 

Lisle Baker Jr., retiring presi- 
lent, automatically became chair- 
man of the board, and Ralph Nich- 
ison, publisher of the New Or- 
eis Item, was re-elected treas- 
ner. Walter Johnson was re-ap- 
bcinted secretary-manager. 


« The editorial side came in for | 
‘comparatively little attention. In| 
a principal action, “ornaarsond 
agreed, during a panel discussion, 

that the South’s editorial pages are 
“cull and inadequate and contain 


too much canned matter and are 
manned by underpaid employes.” 

Militant local journalism was 
urged by Mr. Nicholson, Jenkin 
Jones, editor of the Tulsa Tribune, 
J. N. Haiskell of the Little Rock 
Gazette and St. Petersburg Times’ 
editor Nelson Poynter. 

Tom Wallace, editor emeritus 
of the Louisville Times, urged 
more attention to Latin American 
affairs. He said publishers should 
participate more actively in the 
Pan American Press Association 
and ‘arrange reporter and editor 
exchanges to achieve better under- 
standing of our neighbors to the 
south. 


GEORGE E. RUPPERT 

New YorK—George E. Ruppert, 
73, chairman of the board of Rup- 
pert Brewery, died on Nov. 7 at the 
Lenox Hill hospital here. 

Mr. Ruppert obtained a law de- 
gree from Columbia University in 
1899 and was admitted to the bar, 
but went into the brewery business 


Publishers Association 
officers in St. Petersburg for the annual convention are: Lisle Baker Jr., Louisville 
Courier-Journal and Times, president; Ralph Nicholson, New Orleans Item, treasurer, 


SNPA LEADERS AT CONVENTION—Southern Newspaper 


and E. B. Stahiman Jr., Nashville Banner, chairman. 


instead. Mr. Ruppert served as; August, 
president of the firm from 1939 to| chairman of the board. 


1945, when he became || 


73 


He was, at one time, vice-presi- 
dent and trustee of the Yankees’ 
ball club. Mr. Ruppert was offered 
the presidency of the Yankees’ ball 
club after the death of his elder 
brother, Jacob Ruppert, but de- 
clined the post, stating that he pre- 
ferred to concentrate on the job 
of managing the Ruppert Brewery. 
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JAMES D. 
WOOLF 


Idea Consultant 


Write or wire for confiden- 
tial interview either at your 
offices or at mine in Santa 
Fe, N. M. 
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are sold, The Boston Post leads in 25 of them. (A. 


¢ Boston Post 


+ for further information and complete proof, consult the KELLY-SMITH COMPANY, national representatives. 


your Basic: C 


No matter how you figure it, The Boston Post is your 
BASIC BUY. Among all standard-size Boston morning 
newspapers, The Boston Post has far more circulation in 


And in 27 counties where 95% of the standard-size Boston newspapers 
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Wetzel Appoints Darr 


Robert M. Darr, formerly ad- 
vertising manager of LeRoi Co., 
Milwaukee, has been appointed 
manager of the industrial service 
department of Wetzel Brothers, 
Milwaukee, creative printer and 


lithographer. 


Two Join Springs Mills 


Cowan Productions, 


William Shanon and Margaret 
MacDonald, formerly with Louis G. 
New York, 
have joined Springs Cotton Mills, 
New York, as assistant advertis- 
ing manager and a member of the 
publicity department, respectively. 
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OF EXECUTIVE INFLUENCE 


Assisting 77,537 top executives in the 
successful operation of their businesses. 


71.0°% of circulation titled officers 

38.1°4, presidents 

25.4% chairmen, owners, part- 
ners, vice-presidents 

7.5°% treasurers, secretaries 
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“Jke GRAPHIC ARTS MONTHLY 
606 S. DEARBORN ST. (44,1) CHICAGO 5, ILLINOIS 
The World's Most Widely Read Graphic Arts Mog 
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Election Poll 
Comments Rise 
in Intensity 


(Continued from Page 1) 
previous years. 

“A second source of error is the 
relatively superficial interviewing 
employed by the polls. Simple 
questions about whether the re- 
spondent plans to vote, and if so 
for whom, do not yield sufficient 
data to make accurate predictions. 
In particular, they fail to indicate 
how the respondents who give a 
‘don’t know’ answer are likely to 
vote. This year the polls obtained 
a relatively large number of ‘don’t 
know’ answers. 

“They assumed that this ‘don’t 
know’ group would vote the same 
as those who indicated how they 
would vote. An error of a few 
percentage points could easily re- 
sult from the manner in which this 
‘don’t know’ vote was allocated. 

“Full, lengthy interviews cover- 
ing past party preference, attitudes 
on current issues, etc., could have 
been used to allocate the ‘don’t 
know’ vote more accurately. 


a “Other sources of error could be 
mentioned, especially the crude 
‘adjustments’ that one of the polls 
employs in the weighing of results 
actually obtained in the inter- 
views. The two major sources of 
error—inaccurate sampling meth- 
ods and superficial interviewing 
account, however, in all prob- 
ability, for the bulk of the error 
that occurred in the predictions. 
“All this means that business 
men need to insist that any re- 
search conducted for them employ 
scientifically sound methods. Many 
of the pollsters have stated fre- 
quently in professional meetings 
that business will not pay the costs 
of such research, but if business 
wants accurate results it had better 
be prepared to pay for them. 
“Accurate methods such as prob- 
ability samples and careful inter- 
viewing cost more, but if the prob- 
lem being studied is important, it 
warrants spending enough to per- 
mit the use of the best possible 
methods.” 


a A. C. Nielsen, head of A. C. Niel- 
sen Co., which does no polling. 
made the point that “election polls 
attempt to determine how the bal- 
lots will be cast, but marketing re- 
search (in effect) counts the bal- 
lots after they have been cast.” 
Mr. Nielsen also comes to bat with 
the information that “poller” is 
the correct word, not “pollster.” His 
authority, he says, is Webster, and 
“we employ it because we can find 
no official sanction for the term 
‘pollster.’ ” 

He reaches these conclusions: 
“Election pollers face certain ex- 
tremely difficult problems which 
are non-existent in the field of 
marketing research. 

“Most of the problems common 
to election polling and marketing 
research are generally less acute 
in respect to marketing research, 
and entirely non-existent in re- 
spect to certain improved types of 
marketing research which employ 
indisputable wholly factual meth- 


samples of high precision. 


the validity and usefulness of 
soundly conducted marketing re- 
search need not be altered by the 
difficulties encountered in the poll- 
ing of elections.” 

The errors in the election polls 
were due primarily to mistakes in 
their use and interpretation, ac- 
cording to Dr. A. D. Freiberg, di- 
rector of social and market re- 
search for the Psychological Cor- 
poration. 


would vote on election day exactly 
as they told the pollers they were 
going to vote a month or even a 
week in advance ... The polls 
showed a slight Truman trend just 
before the election. What they 
failed to emphasize was the pos- 
sibility that this trend might be- 


cided vote. 


come an avalanche . 
important error was the lum; ing 
of the undecided vote with the je. 


“The recent events are the 
thing that could have happene 
the polling field,” he contin 
“The net effect will be greater ; 
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“Previous conclusions regarding | | 


“There were no adequate grounds | 


pre-test yo 


Get quick answers .. . 
with “Burgoyne ratings” 
... of how your new 1949 merchan- 
dising plan will fare at representa- 
tive drug or grocery stores. 


¢ In Rockford, Syracuse, Omaha or 
other of our test cities, get the facts 
before you ask Management for the 
appropriation for the big campaign. 


¢ Join the company of famous trade- 
marks . . . they take our “ready- 
made” market testing . . . and tailor 
it to suit their needs. 


¢ Quickly . . . thriftily . . . let us 
give you an accurate reflection of 
what will happen to your sales plan, 
nationally. 


DIXIE TERMINAL - 


Burgoyne Grocery ér Drug i Fa 


CINCINNATI 2, OHIO 
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ur plan 
ROCKFORD 


* A busy trading are 
where 150,000 worker 


are paid $330 million 
yearly! 
* Retail sales (1947) 


were $149,076,727 in Rock 
ford; $508,695,584 in re 
tail area. 


* Diversified industry in 
heart of rich agricultural 
district. 

¢ City zone population 
122,601... 
area 377,854. 


* Rockford is an_ ideal 
market-test city where 
you can thriftily gear and 


measure sales-advertising i 


results! 


* ROCKFORD MORN 
ING STAR & REGISTER 
REPUBLIC .... in “first 
fifty” in display advertis 
ing . . . now read in 
75,694 homes daily* in |! 
Rockford area counties. 


*With Sunday 83,519 
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tion in interpretation and more ac- 
curate research throughout the 
field of social and marketing 
si rveys.” 
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s The evidence was piling up last 
week that a lot of people had pre- 
dicted—although you had to read 
the predictions rather carefully to 
get that idea—that Truman was 


Messrs. Gallup, Roper and Crossley 
indicated. 

Knopf was touting Louis Bean’s 
“How to Predict Elections,” and 
International Latex Corp. devoted 
a two-column ad to significant 
excerpts from the book. 

Brookmire Economic Service 
was able to report that it said on 
Oct. 1 that “the Republican ticket 
is having a tougher time than 
many observers are blithely as- 
suming. Economic well-being of 
the majority of the people always 
favors the incumbents.” 


s A. Edwin Fein, general man- 
ager of the Research Co. of Amer- 
ica, rushed out to editors a letter 
which noted that “the public, as 
well as the trade, has lost much of 
its faith in political polls.. .it is 
conceivable that this situation may 
yet prove a blessing in disguise, 
and may eventually result in more 
sound methods to evaluate public 


po opinion on issues which are ex- 
milliong|!USively emotional.” 

Commentary, which carries in 

(1947) ts November issue an article on 

7 in RockW ‘Opinion Polls and Public Policy,” 

84 in rein which Robert Cobb Myers, one- 


time Princeton lecturer, lists five 
reasons why polls come up with 
distorted pictures, was especially 
happy. The article is also supposed 


dustry in 
ricultural 


opulatio—¥io report a poll in which 20% of 
il trading the respondents favored incest. 
Another organization doing a 
an idea>it of crowing, rather than crow 
y where eating, was Color Research Insti- 
cae tute, Chicago, which was circulat- 
‘Bing reprints of an article in the 
MORN September issue of Harvard Busi- 
SGISTERE "ss Review, written by Louis 
in “firagy Cheskin, its technical director, and 
adverti-@ L. B. Ward, director of admissions 
read ingjof the Harvard Business School. 
ly* in 13] The article, titled “Indirect Ap- 
ssi8 proach to Market Reactions,” as- 


serted that direct questions about 
vehaviour are very frequently mis- 
leading, and that only indirect ap- 
proaches can develop the right 
answers. The article, says Color 
Research Institute, “explains why 
direct polling for markets, as well 
as for elections, does not coincide 
vith people’s actions, is mislead- 
ing and responsible for numerous 
business failures.” 


rdex 


# Albert E. Sindlinger, president 
of Sindlinger & Co., last week 
criticized poll predictions by Gal- 
lup, Roper and Crossley. Mr. 
Sindlinger was formerly executive 
vice-president of Gallup’s Audi- 


going to run a far better race than 


averselY ence Research, Inc. 
¢ at He aimed the attack at the 
ton, techniques employed: 
" isthe | ©«“The failure of the election poll- 
tous’? sters has seriously undermined the 
| general public’s confidence in re- 
a still search, but that is the only bad 
he I ng-range effect as we see it. 
vat jobs The pollsters were not any more 
e of wrong this year than they have 
7 always been. Only this time they 
were not as lucky as they have 
go been in the past, when the elec- 
4 tion issues were not so compli- 
EY. cated. Then even samples as tho- 


roughly unscientific as theirs came 
up with the nearly correct answers 
by accident. The joker is that when 
they got the right answers, the 
pollsters never knew why they 
had them. 


s “We hope one result of this 
year’s election ‘predictions’ will 
be to make those who sell re- 
search aware of their responsi- 
blities. We think it should en- 
courage those who buy research to 
demand the kind of objective, hon- 


est, really scientific findings they 
ace entitled to. 


DEWEY 
do? 


had a oe A CS OF IRE MAAN me 
Here the Kaphager organs scam, 
mecrenally femenes tor ots 1) years of reporting the ares of Woshngrom, 
Pre yee ae mcerse, down to earth, analy ond farecan of whet to capes 
7 fram the mee other unt ot som, 
be wall help you denpel the campaign fag give you the whormenon you seed 
to lormelate pour fetuce beemnea ond perenne! plone, 
PU BATE ee td hes 
Kophager peblcstcn, aswed monthly Same tap editor a the werbly Washington Lore 
and che some frank beet “Riphager syle” of reparcng. 
‘The magerine contaus wo sdverumng .. the idee bebund «8 service to the reader. 
Veo mot caked om mewatands, but by vubecrypeann only a 14 per year. 
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HEADACHE—This is the famous page pro- 

moting Kiplinger Magazine’s thorough, if 

useless, study of the Dewey administration. 

The ad appeared in Time and Business 
Week. 


“Any attempt now to lay a smoke | 


screen over the mistakes that have 
made a spectacle of the research | 


science ought to be discouraged. 
The pollsters failed not because the 
science has made slow progress in 
measuring people’s motivations, 
but because the polling techni- 
ques were neither scientific nor 
objective. That applies to the poll- 
sters’ sampling, their field work 
and interpretation of the ballots. 

“Predicting elections has been a 
research ‘trick’ that served no 
useful function. While it has been 
going on, other researchers have 
been quietly advancing the science. 
Now they must get the recognition 
they deserve. The sooner they do, 
the sooner research will get back 
its good reputation.” 


‘PRESSURE’ AFFECTED POLLS, 
SAYS DENVER POLLER 

DENVER—William McPhee, vice- 
president of Research Services, 
Denver, the agency that was “al- 
most right,” told the Denver Ad- 
vertising Club Nov. 4 that Repub- 
lican pressure cost it the scoop of 
the year. 

Democratic pressure, he said in 


a “Morning After” session at the 
ad club, was exerted without ef- 
fect, on the Gallup findings. 

McPhee issued a statement to 
ADVERTISING AGE after his com- 
ment on political pressure created 
something of a local storm. 

Research Services appeared to 
be pretty much alone in the na- 
tional polling scene in apprehend- 
ing the Democratic swing. It hit 
the congressional and gubernato- 
rial races virtually on the nose and 
almost called the Dewey overturn. 
At the last minute it lost a clear- 
cut scoop by giving Wallace 1%% 
and weighing the remaining vote 
half a point in Dewey’s favor. Re- 
search Service’s error was only 
2 points. 

In his statement to ADVERTISING 
AGE, amplifying the comment on 
pressure, McPhee said: 


a “The Gallup figures indicated 
a rise in Democratic strength, par- 
ticularly evident in the House 
races. However, the Gallup poll 
told us that they had their hands 


75 


full with the Presidential race and 
were not sure of how ticket split- 
ting factors would affect lesser 
races. Therefore they chose not to 


No Strike 


with 42% missing! 


Not even the highest 

average bowler could 

get a score with the 

oe Vital 42% missing — 

_ mor can the most 

carefully planned 

_ sales campaign to 

sports goods retailers 

produce maximum 

sales without the ez- 

clusive retailer cir- 

culation of SPORTS 

AGE which repre- 

sents 42% of its 

PAID retailer sub- 
scribers. 
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Business Magazine 
_ of Sports Equipment 


260 Fifth Avenue 
New York 1, N.Y. 
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The News-Post is the favorite daily paper with 57.5% of Baltimore’s 343,654* 
City Zone families . . . reaching more Baltimore homes in this area than any other 
daily newspaper. City Zone 197,666. Total net paid 226,464. 


As bigger—richer Baltimore rang up $240 Million in General Merchandise sales, 
$43 Million in Drug Store sales in 1947**, the News-Post climbed to a record of 
more than 10,000,000 lines of retail advertising. 


Half-measures won't sell this important growing market. That is why Baltimore 
retailers are using more than ever before the newspaper that's first choice with over 
half of Baltimore every day. 


To bring your Baltimore sales up to par, bring 
your Baltimore market information up-to-date. 


*A BC City Zone based on Bureau of Census—1947 Report for Baltimore Metropolitan District. Among the 
ten largest markets in the U.S., Baltimore's rate of growth is exceeded by only two West Coast cities. 


**Sales Management Survey of Buying Power, 1948 


Ist in circulation in the 6th largest city 


Baltimore News-Post 


A HEARST NEWSPAPER—NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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emphasize the House picture al- 
though they did print it. 

“Years ago, Gallup and some 
of the more experienced hands 
learned to call their shots in spite 
of the feeling that they were wrong. 
But we are just learning that les- 
son and it cost us the scoop of 
the year. 

“The pressure was on us so 
heavily that we broke an indicated 
tie in order to get over on the 
Dewey side. 

“Pressure? 


a “By pressure we mean ‘social 
pressures’—local Republicans who 


IMPSON-REILLY, LTD. 
Publishers Representatives 


SINCE 1928 


SANGELES GARFIELD BUILDING 
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screamed to high heaven; official 
sources; conscientious evidence 
that we were wrong; all the friends 
with our best interests at heart 
who said we were wrong; our own 
area and quota sample Denver sur- 
vey which indicated our state fig- 
gures must be wrong; and finally 
the overwhelming weight of every 
poll in the country, every news- 
paper in the country and every 
commentator plus the pressure of 
knowing that Dewey and Willkie 
had both carried the state against 
the old master, Roosevelt. There 
was absolutely no underhanded 
pressure, save for one instance of 
the official Republican campaign 
headquarters charging our polls 
were wrong and issuing a story to 
that effect, just as the Democratic 


National Headquarters attacked 
Gallup.” 
SUN-TIMES’ FINAL 


POLLING ACCURATE 
Cuicaco—The Chicago Sun- 
Times poll, which gained a repu- 


tation for accuracy in previous 
elections, also was off this time, 
although its last minute samples 
showed a strong Democratic shift, 
which was duly published. 

While the Sun-Times came closer 
than any other poll in the Illinois 
area, it failed to predict a Truman 
victory. Reason for the failure was 
the use of the moving average, in 
which the votes taken during the 
three weeks prior to the election 
were all used in the forecast. 

If the Sun-Times had used the 
sample votes obtained in its last- 
minute check of four downstate 
counties, plus its results from a 
three-day recheck in Chicago and 
a tally in one suburban township 
taken two days before the election, 
its election forecast would have 
been correct within one-half of 1%. 


a It did not use these last minute 
figures, City Editor Karin Walsh 
told AA, because in previous elec- 
tions opinion had not changed in 
the three weeks prior to voting 
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day. The assumption that the same 
situation would exist this time led 
the Sun-Times to miss the final 
result on the Presidency, even 
though it predicted a victory for 
the Democratic candidate for 
governor. 

As a result of the discovery that 
public opinion can shift close to 
the election, future polls made by 
the Sun-Times will probably use 
last-minute figures for the final 
forecast, rather than employing a 
moving average of sample ballots 
taken during the last three weeks. 
Mr. Walsh told AA that last minute 
samples in previous elections had 
been fairly accurate, but the three- 
week average figures were used 
because they offered a _ larger 
sample. 


DC&S Names Dorothy Greig 


Dorothy Greig, formerly director 
of publicity of Ward Wheelock Co., 
Philadelphia, has joined the copy 
staff of Doherty, Clifford & Shen- 
field, New York. 


TO SELL YOUR 


PRODUCT TO OVER 1,100,000 EAGLES 


Every medium attempts to give its advertisers some sort of merchandising help. But no 


medium is in a position to do it in the way the Eagle Magazine does. Our new merchan- 


dising plan enlists the help and cooperation of our 1700 subordinate clubhouses and 


their secretaries. This is a proved plan with terrific impact. A plan geared to sell our 


1,100,000 members. It makes no difference if vou se!l beer, bicycles, or bowling alleys; 


the Eagle merchandising plan will get you a large piece of this tremendous market. 


Write for full details 
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AA Poll Commenta:y 


Broadcast on Mutuc | 


New York—Mutual Bre id. 
casting Co.’s “Newsreel of the ¢ ir” 
last Tuesday evening include a 
statement by S. R. Bernstein, +d. 
itor of ADVERTISING AGE, wh ch 
asserted that the results of the el. ff 
ection polls would not stop the ise 
of sampling and polling by bi si- 
ness and industry, for two prin- har ge: 
cipal reasons: ;, ag "ee 

“1. Far more refined techniqi es, #,., 
much less susceptible to error, «re, 
used widely in commercial énd 
governmental research. They are 
not used widely in connection with 
election polls because they are 
more expensive and more difficult fhe 1 
to operate. rial 

“2. The whole sampling opera-Mshoul 
tion, upon which all marketing re-fiorec 
search (as well as election polling) Bthis 
is based, is competent and adequate Mob jec 
for the uses for which it wasfMable 
designed. It is not necessarily— “C 
competent nor adequate for pre-fjs e> 
dicting elections, and its use in this §ment 
area is an attempt to make a use-fiio p 
ful tool perform what may well be casts 
an impossible task.” on pi 
tee V 
who 
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Sulfa Preparation 
for Scalp Treatment 
Makes Chicago Debut 


(Picture on Page 1) 

HicHwoop, I:iu.—After three 
weeks of sales testing in Cincin- 
nati, Dandrug Corp. last week 
opened an extensive market test 
in Chicago for its Sulfodandrug, 
a medicinal preparation for treat- 
ing dandruff. 

In the Cincinnati test, three 
newspapers are being used, and 
nine full pages are on the schedule, 
in addition to a heavy spot an- 
nouncement push on local stations 
in the Ohio market. Purpose of the 
test is to determine how fast the 
product will move and how much a 
market will absorb. 

In the Chicago test, newspapers 
alone will be used. When results 
of the two market trials are in 
and the decision of the final pro- 
motion plan has been made, it will 
then be introduced in a third test 
market for a final check. 

Sulfodandrug contains sulfanili- 
mide, in addition to other ingredi- 
ents, and has been tested by some 
16 universities under clinical con- 
trol for eight years prior to its 
market debut, reportedly with ef- 
fective results. 

Copy prepared and placed by 
Newby & Peron, Chicago, “bends 
over backward” to prevent any 
possible misconceptions entering 
the reader’s mind. Typical exam- 
ple is the paragraph: “Sulfodan- 
drug... is not a hairdress, not a 
tonic, contains no oil, grease or al- 
cohol. We make no claims for 
Sulfodandrug other than that it 
is effective in the treatment of 
dandruff...” 


N1 
amol 


Agency Partner 


I bought this well known me- 
dium sized Chicago agency two 
years ago — have re-staffed it 
with younger men—added new 
services and increased our bill- 
ing 60%. Another executive 
would also have an excellent 
opportunity here, to increase 
his own earnings and, if desired 
share ownership. I don’t need 
more money. My interest would 
be only in a man now control- 
ling business and having real 
advertising ability to work with 
me in further expansion. Ad- 
dress: 


Box 7211, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
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Research Council 
S2eks Error Clue 
1: Poll Technique 


New YorK—The Social Science 
Research Council last week ap- 
hointed a committee of research 
suthorities to discover why poll 
taxers missed their forecasts. 


dr. Pendleton Herring, president 
f the council, said the “three 
largest polling agencies have 


ag-eed to open their records for 
full scrutiny by the committee. 
here is a wide recognition that 


Polls 


he public, as well as the indus- 
rial and other users of the polls, 
should know why the pre-election 
forecasts were in error insofar as 
this can be determined by an 
objective examination of all avail- 
able data. 

“Clarification of the situation 
is expected to lead to improve- 
ments of technical procedures and 
to point out the types of fore- 
casts which can safely be based 
on particular polling. The commit- 
ee will use the knowledge of men 
who have been engaged in re- 
search and experimental studies 
and who are well informed about 
the strengths and weaknesses of 
current polling and forecasting 
practices.” 

Named to the committee were 
Dr. Samuel S. Wilks, director of 
the section of mathematical statis- 
ties, Princeton University, chair- 
man; Dr. James Phinney Baxter 
3rd, president, Williams College; 
Dr. Carl Hovland, chairman, psy- 
chology department, Yale Univer- 
sity; Dr. Isador Lubin, chairman, 
committee on statistical standards, 
American Statistical Association; 
Dr. Frank Stanton, president, 
Columbia Broadcasting System; 
Frederick F. Stephan, director of 
the study of education, Princeton, 
and Dr. Sarnuel A. Stouffer, direc- 
tor of the laboratory of social 
relations, Harvard University. 

The council is an organization of 
research men in all branches of 
social science. 


Mutual Board Faces 
High-Echelon Battle 


New YorK—The_ uncertainty 
among the high command of the 
Mutual Broadcasting System is ex- 
nected to be resolved at a meeting 
if the network’s board of directors 
here Wednesday (Nov. 17). 

At press time, Robert Swezey, 
executive vice-president, appar- 
ently was standing pat on his de- 
cision to resign should Mutual ap- 
point a program and sales vice- 
president directly responsible to 
the president. Named for such a 
position recently, Linus Travers of 
the Yankee Network decided not to 
oin MBS after Mr. Swezey’s po- 
sition was made clear. 

Notwithstanding this, Edgar Ko- 
bak, Mutual’s president, still is 
looking for a man to fill the po- 
sition originally offered to Mr. 
Travers. 


Publishes ‘Weekly Report’ 

The New York Journal of Com- 
merce is now publishing a four- 
page “Weekly Report on United 
Sates Business” as a service to 
verseas business men who are in- 
terested in the American business 
sxene. The report contains a brief 
discussion of the entire business 
week and news coverage in fi- 
% nee, shipping, textiles, chemicals, 
tugs, food, petroleum and other 
business fields. Available at $50 a 
year, the news letter will be air- 
mailed overseas each Friday. 


Cary Joins ‘Sports Afield’ 


Reginald L. Cary, formerly with 
The American Weekly and Food 
»pics, has joined Sports Afield, 
inneapolis, as special assistant 
‘© David N. Laux, executive vice- 


Last Minute News Flashes 


Renault Ads Promise Delivery in Week 


New YorK—John L. Green Operations Corp., United States distrib- 
utor for Renault automobiles of France, is launching a campaign 
using full black-and-white pages in Life, The Saturday Evening Post 
and Time introducing the new 1949 green Renault with a rear-engine. 
The new car sells for $1,343 delivered in New York City, which, the 
ad claims, is less than any four-door sedan in America. Delivery is 
guaranteed within a week. Warwick & Legler, New York, is the agency. 


Sproul Heads New Mitchell-Faust Department 


Cuicaco—Earl E. Sproul, who recently sold the adveriising agency 
which he operated here for a number of years, has joined the executive 
staff of Mitchell-Faust Advertising Co., in charge of the new business 
department. Prior to engaging in the agency field, Mr. Sproul was for 
15 years vice-president and director of Western Newspaper Union. 


Eversharp’s Fashion, Deb Razors Bow 


New YorK—Eversharp, Inc. will promote the new Deb Fashion ra- 
zor, along with the Fashion razor, during November and December in 
the following magazines: Charm, Glamour, Good Housekeeping, Har- 
per’s Bazaar, Ladies’ Home Journal, Life, Mademoiselle, Seventeen, 
Vogue and Woman’s Home Companion. J. M. Mathes, Inc., New York, 


is the agency. 


‘Reader's Digest’ Japanese Circulation Up 

New YorK—Effective with the April issue, the Reader’s Digest Jap- 
anese edition will raise its net paid guarantee from 300,000 to 800,000 
copies, and page rates will be advanced from $250 to $350. The page 
rate per thousand will be 44¢, which RD believes to be the lowesi for 


any large circulation magazine. 


Congress Faces 
Real Fight on 
Basing Points 


Sen. Johnson to Head 
Committee; Argument 
Goes on in Capitol 


WASHINGTON—Three days of ini- 
tial hearing before the _ special 
Senate subcommittee investigating 
recent Federal Trade Commission 
and Supreme Court decisions left 
the impression last week that pric- 
ing policies available to American 
manufacturers will be a major 
issue in the new Congress despite 
changes in leadership next Jan- 
uary. 

Industry spokesmen shared the 
viewpoint of John M. Hancock, 
Wall Street banker and associate 
of Bernard M. Baruch, who con- 
tended that the recent cement case 
outlawing multiple basing point 
pricing systems might lead to 
Balkanization of American indus- 
try, and the creation of thousands 
of local monopolies. 

Warning of “ghost towns” as in- 
dustry adjusted to the economics 
of f.o.b. pricing, Mr. Hancock 
declared, “You will have to decide 
whether by changing what was 
formerly lawful there will be any 
benefit to the American economy 
which will offset the possible de- 
struction of savings invested in 
plant facilities and in the possible 
uprooting of workers whose spe- 
cialized skills would soon have to 
follow the dispersion of factories.” 


ws The tip-off on mounting con- 
gressional interest in the pricing 
dilemma came at the opening ses- 
sion Tuesday when the chairman, 
Sen. Homer Capehart (R., Ind.), 
announced that the committee will 
continue next year under direction 
of Sen. Edwin C. Johnson (D., 
Colo.), who is also scheduled to be 
chairman of the full Senate inter- 
state commerce committee. 

As a member of Congress from a 
state with large sugar beet inter- 
ests, Senator Johnson apparently 
is hearing of the changes that the 
court rulings on freight absorption 
may make in the distribution pat- 
terns for heavy commodities. 

During Wednesday’s session 
government attorneys denied that 
cases decided by the Supreme 
Court outlaw freight absorption by 
individual firms acting independ- 
ently of other industry members. 

But Lynn C. Paulson, an FTC 


warned, however, that the rigid 
steel conduit case, recently af- 
firmed by the seventh circuit court 
of appeals, involves fresh legal 
concepts which would make it 
dangerous for any company to 
quote delivered prices. 


s Assistant Attorney General Her- 
bert A. Bergson, chief of the Jus- 
tice Department’s anti-trust di- 
vision, claimed that much of the 
discussion was merely dicta “which 
may or may not have been given 
mature consideration by the 
court’s full membership and may 
or may not have been put to the 
test of briefing and argument by 
opposing counsel.” 

Conceding misgivings about some 
of these “dicta,” Mr. Bergson in- 
sisted it was “decidedly pre- 
mature” to demand clarifying leg- 
islation to legalize freight absorp- 
tion and delivered prices at this 
time. He said he believes that in- 
dividual sellers, acting indepen- 
dently, could absorb freight or sell 
at delivered prices without ordi- 
narily substantially lessening com- 
petition with others or among 
themselves. 

Mr. Paulson found little new 
law in the cement decision, which 
he said ruled largely that an il- 
legal price conspiracy existed in 
the cement industry. But he said 
the conduit case offers a danger- 
ous new departure—a contention 
by the commission that freight 
absorption by individual industry 
members may be illegal even in 
the absence of conspiracy. 

Objecting to the assumption in 
the conduit order that suppression 
of competition is an inevitable re- 
sult of matched prices, Mr. Paul- 


son argued that the order actually’ 


prohibits potential competition. 

“Sellers should be encouraged 
to compete for business wherever 
they can,” he said. If the govern- 
ment compels exclusive f.o.b. mill 
selling, it will promote monopoly, 
not eliminate it. Such a rule favors 
the sellers with plants strategically 
located around the country over 
the one plant seller.” 

FTC’s chief foe of the basing 
point, Associate General Counsel 
Walter Wooden, argued that any 
legislative effort to reduce the 
commission’s authority in dealing 
with “discriminatory pricing” 
would force FTC to correct non- 
competitive conditions in 1950 
“with the legal remedies of 1890.” 

He told the committee: “I see 
no way by which the present con- 
tentions for clarification could 
receive legislative endorsement 
without making it decidedly eas- 
ier for price fixing conspiracies 
to operate and decidedly more dif- 
ficult for the government to break 


” 


Store Audits More 
Useful, Crisp Tells 
Promotion Meeting 


GRAND Rapips, Micu.—News- 
paper-sponsored grocery store 
audits are more valuable to adver- 
tisers than annual consumer pre- 
ference studies, Richard D. Crisp, 
market research director of 
Tatham-Laird, Inc., Chicago, de- 
clared here last week before the 
National Newspaper Promotion 
Association. 

The two types of research com- 
plement each other, he said, but 
grocery store audits are a more 
accurate measurement of actual 
sales volume. The consumer analy- 
sis surveys, he pointed out, do 
not necessarily reflect product sales 
and consequently may not be as 
useful in helping advertisers 
achieve their best sales in the 
grocery field. 

Audit Bureau of Circulations re- 
tail trading zones of newspapers 
may have fallen behind actual 
marketing conditions today, Mr. 
Crisp warned. Agencies now are 
thinking in terms of marketing 
units, he said, and are paying 
more attention to market differ- 
ences in terms of products, 

Newspapers don’t merchandise 
as effectively as industries do, 
Bert Stolpe, promotion manager, 
Des Moines Register & Tribune, 
told the group at a session devoted 
to circulation promotion. He said 
papers should prove to the public 
they have a good product and 
“spend the money needed to mer- 
chandise it properly.” 

Advertising and editorial pro- 
motion and public relations also 
were discussed at the three-day 
“swap shop” of practical promotion 
ideas. Host newspapers were the 
Battle Creek Enquirer & News, 
Grand Rapids Herald and Lansing 
State Journal of Federated Publi- 
cations, Inc., and the Grand Rapids 
Press. Robert H. Lampee, promo- 
tion manager of the Herald, is 
executive committeeman for the 
NNPA’s central region. 


WGN-TV Joins CBS Video Net 


Station WGN-TV, Chicago Tri- 
bune video station, has joined the 
Columbia Broadcasting System 
television network, becoming CBS’ 
key video station in Chicago. 
WGN-TV is a DuMont television 
network affiliate and will become 
a Mutual video affiliate when that 
network’s telecasts become avail- 
able. WGN-TV will carry all CBS 
recorded commercial telecasts 
| starting this week and live pro- 
grams after the first of the year. 
| Its sister station, WGN, is a Mu- 
itual affiliate. CBS has no video 
| station permit in Chicago. 


Federal Names Whiston 

M. W. Whiston, personnel direc- 
| tor of Federal Advertising Agency, 
New York, has been appointed 
|treasurer of the agency, succeed- 
|ing George G. Dietrich, who re- 
tired last June. Mr. Whiston joined 


77. 


PROMOTION MEN MEET—On hand for the central region meeting of the National 
Newspaper Promotion Association in Grand Rapids, Nov. 8-10, are (left to right): 
Edgar S. Bayol, NNPA president, who resigned recently from the New York World- 
Telegram in favor of a public relations post with Coca-Cola Co.; Bertrand Stolpe, 
promotion manager, Des Moines Register and Tribune; Richard D. Crisp, research 
director of Tatham-Laird, Chicago, a speaker at the meeting; L. F. Newmyer, public 
relations director, Toledo Blade, and Robert H. Lampee, promotion manager, Grand 
Rapids Herald, and chairman of the meeting. 


320 Firms Help 
Council Expand 
Budget for 1949 


NEw YorK—With contributions 
ranging from $100 to the limit of 
$10,000 from 320 advertisers and 
other businesses in the past ten 
months, the Advertising Council is 
prepared to start its new fiscal year 
next March with an all-time record 
budget of $500,000, Allan Wilson, 
vice-president, told AA last week. 

The additional funds are being 
raised under the business advisory 
committee appointed early this 
year. Charles E. Wilson, president 
of General Electric Co., is chair- 
man of the committee. 

The council’s budget—which last 
year was on a $300,000 basis—has 
been steadily expanded each quar- 
ter this year to a current $400,000 
annual basis, Mr. Wilson explained. 
The current figure is four times the 
$100,000 of its first year, started 
March 1, 1942. 

Since VJ-Day the council has 
taken over from the government 
car card and outdoor advertising 
pools and the radio allocation plan. 
Mr. Wilson pointed out that the 
council’s “target budget,” an- 
nounced last spring at the time of 
the launching of the business ad- 
visory ¢ommittee, was “taken out 
of thin air.” This amount, however, 
may be reached and even exceeded, 
without a formal fund-raising cam- 
paign. 

Until this year, the $300,000 
annual budget has been met by 
contributions from the American 
Association of Advertising Agen- 
cies, individual agencies, Bureau 
of Advertising, ANPA, the four 
major radio networks, National 
Association of Broadcasters, 
National Association of Magazine 
Publishers, and Outdoor Advertis- 
ing Association of America. 

Until last year the Association 
of National Advertisers acted as 
collection agency for advertiser 
contributions, but the council is 
now handling these direct. 


Ruth Ratny Joins Kalech 


Ruth Ratny, formerly with 
Foote, Cone & Belding, Chicago, 
has joined Phil Kalech Sales, Inc., 
Chicago sales organization hand- 
ling B. B. pens and Korvo scalp 
aid, to work on publicity. She pre- 
viously served with J. Walter 
Thompson Co. and Carson, Pirie, 
Scott & Co., Chicago. 


Joins Simmons-Boardman 


Rudolf R. Kopfmann, promotion 
and research manager of Associ- 
ated Business Papers, will join the 
sales department of Simmons- 
Boardman Publishing Corp. to- 
day, assigned to the transportation 
group. No successor to Mr. Kopf- 
mann, who joined the association 
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Launches Drive Promoting 
Poppy Brand Frozen Turkeys 


Southern California Poultry Co., 
Los Angeles, has started an ex- 
tensive newspaper campaign fea- 


turing its ready-to-cook Poppy 
brand of frozen turkeys. During 
November and December, full- 
page ads in Sunday supplements 
and 1,000-line newspaper ads in 12 
metropolitan dailies in the area 
will be used. 

Wilson & Co., southern Cali- 
fornia distributor of Poppy brand, 
has placed full-color store and 
window banners, combination or- 


der forms and recipe cards, and 


reproductions of ads with more 
than 3,000 retailers. The copy fea- 
tures convenience of buying and 
preparing ready-to-cook turkeys, 
which are completely cleaned and 
sealed in cellophane before deep 
freezing. West-Marquis, Inc., Los 
Angeles, handles the account. 


Sponsors ‘Meet the Missus’ 


Wildroot Co., Buffalo, has taken 
two segments of “Meet the Missus” 
on the Columbia Pacific network, 
Tuesdays and Thursdays at 2:45 
p.m., beginning Nov. 23. Batten, 
Barton, Durstine & Osborn, Los 
Angeles, is the agency. 


ABERDEEN, SO. DAKOTA 


Local Lineage Leadership 


ES CCE LE LIONS, 


THE DAKOTA FARMER, during the first nine 
months of 1948, has carried 150,694 lines at com- 
mercial display rates from the Dakota and 
Minnesota territory. This is 46,847 lines MORE 
than was carried similarly by any farm magazine! 


LINEAGE CARRIED FIRST 9 MONTHS 1948 


CROP MACHINERY| *FOOD&GROCERY| COMMERCIAL 

AND TRACTORS STORE ITEMS DISPLAY 
Tue Dakota FARMER 90,824 65,168 372,290 
Wallace’s Farmer 65,374 47,038 413,451 
Nebraska Farmer 61,197 48,883 397,273 
The Farmer 60,662 45,499 352,073 
Country Gentlemen 41,210 69,799 577,185 
Capper’s Farmer 40,971 35,016 313,633 
Successful Farming 32,706 46,996 358,611 
Farm Journal 25,953 45,990 353,712 


*Food Ingredients, Canned and Packaged Foods, Food Beverages, Miscellaneous Food 


Products and Soaps and Cleansers. 


The Dakota 


Source : Farm Publication Advertising Report, September 1948. 


Readership I 100,000 Dakota farm families 


read and respond to the editorial and advertising 
messages contained in the Dakota Farmer. These 
farm families represent a total of 604,590 persons 

..each with a definite influence on family buying. 


Farmer is the most effective edi- 


torial, merchandising and advertising influence in 
the Dakotas TODAY. 


The MASON MAILMASTER 


stock 


‘Wascn » 


MAIN OFFICE 
ATTLEBORO FALLS, MASS. 


SAFETY 
‘WIRE CLASP 
SAVES PAPER, 


TAPE, TIME 


... for 


Postal Shipments 
No Wrapping —No Tying, 
65 sizes — 1,000,000 boxes in 


for immediate delivery. 
—Send for Catalogue. 


OX COMPANY 


NEW YORK OFFICE 
175 FIFTH AVE. 


FACTORIES: ATTLEBORO FALLS AND TAUNTON, MASS. 


MANUFACTURERS OF A COMPLETE LINE OF SFT-UP BOXES 
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(Continued from Page 1) 
them. Yet “Heart’s Desire’ was 
losing its bankroller. Philip Mor- 
ris also declined to pick up the 
check for “Everybody Wins.” 

Giveaways, in Goodson’s view, 
have to vie for public acceptance 
just as does any other form of 
radio entertainment—and they 
have successes and casualties, just 
as other types of radio shows do. 

He recalled to AA that as “Pot 


‘lof Gold” made its last broadcast, 


the m.c. tossed out a classic epi- 
taph: “Thank you, Mr. Hooper.” 


a Mr. Goodson is a neat, quiet 
man, with little of the flamboy- 
ance of radio. If it weren’t for the 
heavy gold chronometer on his 
wrist, the badge of the radio pro- 


for a serious young lawyer—a role, 


he was engaged in picking up a 
degree in economics (and a Phi 
Beta Kappa key) at the University 
of California. 

He says that studio audiences 
for giveaway shows have higher 
I.Q.s, in his opinion, than any 
other audiences, except for those 
drawn for classical music pro- 
grams. He notes in passing that 
many of them report they won’t 
listen to soap opera. Goodson is a 
soap opera graduate, having pro- 
duced “Appointment with Life,” 
and directed “Portia Faces Life” 


& Rubicam. 


ception,” Goodson notes. “When a 
person comes into the studio for 
a giveaway show, he’s surprised 


all reasonably well-dressed and 
intelligent looking. He always has 
thought that he was the only per- 
son of his caliber who liked give- 
away shows.” 


a Goodson likes best to recall the 
story of a retired colonel who ap- 
peared on “Winner Take All.” The 
old gentleman won the first round, 
winning a radio, but failed on his 
second question—and a woman 
won the refrigerator he would 
have had. Goodson noticed that 
the old man was obviously feeling 
bad, and decided that he really 
wanted the refrigerator. 

At the end of the show he ap- 
proached the colonel and said 
“Sorry you didn’t get the refriger- 
ator you wanted, colonel.” The old 
warrior snapped back, “It’s not the 
refrigerator, young man. My son 
was listening to that show. Now 
he’ll think I’m an idiot!” One of 
Goodson’s aides, who took the 
colonel to the door, reports that 
he left in a chauffeured limousine. 


es AA also wanted to know if 
Goodson was aware of the contro- 
versy in advertising circles over 
whether the sponsors or the 
donors of jackpot components 
benefitted more from a show. 

Goodson doesn’t “think the gim- 
mick hides the sponsor.” He re- 
minded AA that the sponsor iden- 
tification is very high on some 
giveaways, and that any sponsor 
who doesn’t want to split his com- 
mercial time with loot donors can 
always buy the gifts himself or 
lay out the sum in cash. 

But if the sponsor decides that 
he wants to get merchandise for 
free, he can’t very well object to 
having the name of the product 
read over the air. 

On this point, Goodson has laid 
down a fairly strict set of rules: 
Descriptive copy is all right for 
the product being given away, 
but it may not have a commercial. 
In other words, the announcer on a 
Goodson show will describe a 


cabin cruiser fairly completely, in- 


ducer, he might well be mistaken ; 


in fact, which was his aim when). 


and “A Woman’s Life” for Young] | 


“Each person thinks he’s the ex-| , 


to find that the other people are| 


Advertising Age, November 15, 1: 48 


Giveaways Don’t Buy 
Audience: Goodson 


cluding the brand name, length, 
motor, etc. But he will not say 
“when next you want a boat, drop 
into —” or “makers of fine boats 
since 1860.” 

“We do what every non-radio 
advertiser does when he buys space 
to list prizes in a contest,” Goodson 
insists. 


a “We normally draw the bulk of 
our jackpots from people who are 
not big radio advertisers,’’ Good- 
son told AA. “Many of these peo- 
ple are relatively unsophisticated, 
so far as radio advertising is con- 
cerned and are not aware of the 


ad bargain they’re getting.” In f: ++, 
he claims that radio contra +s 
have resulted from advertisers y 4, 
first were introduced to the m: d- 
ium as donors of loot on his sho: )s. 
In the past, Goodson has tr eq 
eliminating trade names altoget) ey 
from the list of jackpot items. T js 
made the studio audience vi ry 
unhappy, he says, because they 
wanted to know what kind of 
refrigerator and what brand of 
toaster they were competing {»r 
“Actually, some sponsors we ve 
had used to scream because ve 
weren’t getting better known brand 
names for prizes,” he explains 
Surprisingly, many manufec- 
turers who would like to get thei 
products on giveaway shows don't 
know how, he says. Also, there 
are still plenty of uncooperative 
manufacturers, who take a dim 


view of being part of the jackpot 
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f TO ENABLE YOU TO SPOT-TEST NEW a 
MARKETS, OR TO GET THE ADVANTAGE OF COLOR i 


| PRINTING IN SMALL JOBS WE SPECIALIZE IN 


& SU08T RUSE CHO | 


Wide lla 


duotone or full-color process. 


AMONG OUR CLIENTS 
Montgomery Ward 

Sears Roebuck 
~Caterpillar Tractor 
Diamond T Motor Co. 
Studebaker Corp. 
General Motors 

Diesel Corp. 

General Mills 

J. Walter Thompson 
Ruthrauff & Ryan 

Batten, Barton, Durstine 
; & Osborne 

Roche, Willioms & 

; a Cleary 
ae et Martin Senour 
Paint Co. 
Grant-Jacoby 


sere’ 


Portland e« Seattle « Los Angeles 
Kansas City e Louisville e Chicago 


te an 


By using the photogelatine process, which we have brought to a 
high degree of perfection, we can give you runs of as few as 100 
copies, in any size up to 40” x 60” 
For purposes of price illustration: 
Where photographic enlargements would cost $8 to $10 each, our @ 
prices will run 35¢ to $2 depending on quantity. 


4 Shaly Mlapnificent! 
Re 


Our screenless, dotless process is the near- 
est approoch to photography. Just give us 
your negotive or kodachrome or any art 
work (4" x 6” of larger) and we will come 
through with reproductions of amazing fidelity. 


FREE SAMPLES gladly mailed to you on 


request. Or, if you have a job coming up 
right now, our quotation will interest you. 


ILLINOIS ~PHOTOGRAVURE CO. 


466 W. Superior St. + Chicago 10 + De. 7-6950 
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Prompt service in and from 


Cincinnati e Washington, D. C. 
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WWYVA IS THE SERVICE 


FOUR-STATE MARKET 


For twenty-two years WWVA has been the service sta- 
tion to nearly two million radio homes in Western Penn- 
sylvania, Eastern Ohio, West Virginia and Virginia. 
WWYVA's balanced programming has made it the station 
they like to listen to, the station where they'll hear and 
heed your advertising message. WWVA merits an im- ; 
portant place in any advertising budget. 


See An Edward Petry Man Today! 
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FOR TIME BUYERS ABOUT 
A GREAT MARKET AREA 


A POTENT 


WHEELING, 
WEST VA. 


EDWARD PETRY & CO. - - Representatives 
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‘ mn the grounds that it is really 
ra ‘ts 


yiving their products away. 


FSV oo § (;oodson inclines to a middle- 
Pm d- round view. He says it’s publicity, 
sho'’s. ho advertising, and should not be 
B tr ed Bonsidered as a replacement for 
get! er Bctual competitive promotion. 
—a ls 

Very Another complaint that some- 

they Bimes comes up is that dealers 
nd of Byon’t like the awarding of scarce 
And of Hmerchandise. Goodson. claims deal- 
Z for Ikrs love it, and besides “it’s an in- 
We ve finitesimal part of production.” 
ise ve °To my mind,” Goodson says, 
| brand §Fthe jackpot is really a helluva 
ains jeal. It gives the donor trade men- 
nufec. Rion, and the sponsor prizes for 
t their Hfree.” 
s dont @ Do studio audiences get res- 
there Rive during the recital of prizes? 
2rative MNot noticeably, Goodson reports, 
a dim Mend he theorizes that “Americans 
ackpot ike things—they get a big kick 


out of hearing about the prizes. 
hey like to come up on stage 
afterward and look at them.” 
Along with “Hit the Jackpot”, 
m which he is co-producer with 
Bill Todman, and “Stop the Mu- 
sic’, with Louis Cowan, Goodman 
klso has “Time’s a-Wastin’” and 
“Winner Take All” on CBS. 
jeither of the last two shows has 
a sponsor as yet, although no ra- 
dio producer has been caught ad- 
itting that sponsorship isn’t im- 
minent on any property. 


s Goodson is 33. After a stretch 
as M.c., announcer and director on 
San Francisco stations, he and Mrs. 
oodson (who handles the details 
of securing merchandise for “Stop 
the Music”) came East to crack 
New York radio in 1941. 

It was tough. His first “radio 
buck in New York” was turned by 
taking part in a dramatic commer- 
cial, in which he and another con- 
testant ate pie—sans hands—on a 
Spry variety show. Thoroughly 
smeared, Goodson gasped out the 
line, “I lost because my pie wasn’t 
made with Spry,” pocketed the 18 
bucks the job paid, and resolved 
to be a producer. 


Special Promotions 
Set for Radio Week 


WASHINGTON — Newspaper and 
radio promotions will appear in 
hundreds of cities as broadcasters, 
set makers, and retailers join in 
observing National Radio Week 
during the coming week (Nov. 
14-20). 

Networks and individual stations 
will carry special programs and 
spot announcements calling at- 
tention to radio’s 28th birthday. 
Equipment makers and retailers 
will use the event to plug their 
‘Radio in Every Room” campaign. 
Approximately 500 full - page 
newspaper advertisements for co- 
perative dealer sponsorship have 
been distributed by the Radio 
Manufacturers Association to in- 
terested newspapers. 

Copies of the RMA ad, in poster 
form, also are being distributed for 
use in store windows and displays. 

Radio dealers in 2,000 cities are 
joining with broadcasters and with 
the U. S. Junior Chamber of Com- 
merece in opening the “Voice of 
Democracy” contest for high school 
pupils during National Radio Week. 

More than 100,000 pupils are ex- 
pected to submit scripts in com- 
§ §pctition for the awards. 

The National Radio Week ad- 
ertisements and posters emphasize 
‘hat today’s radios are superior in 
‘very respect to prewar models, 
wth particular emphasis on FM, 
ard new phonograph pickup equip- 
ment now available. 


William Tams Promoted 
William G. Tams has been ap- 
bointed assistant general sales 
manager of Encyclopaedia Britan- 
fica, Inc., Chicago, succeeding the 
lave William L. Dalton. With the 
Moy, wad for 11 years, Mr. Tams 
the past two years has been 


division manag er of Britannica’s 


4c vertising Age, November 15, 1948 


Council Will Help 
Overseas Selling 
of American Way 


New York—The Advertising 
Council last week reported that, in 
cooperation with the U. S. Infor- 
mation Service of the State De- 
partment, it is releasing a guide 
for American companies advertis- 
ing in foreign countries who wish 
to use their space to correct mis- 
conceptions about the U. S. and to 
explain the motives of our eco- 
nomic aid abroad. 

The booklet, called “Advertising, 
a New Weapon in the World Wide 
Fight for Freedom,” is being sent 
to all companies now engaged in 
export advertising and to their 
agencies. 

Significantly, the book contains 
no sell for free enterprise, nor 
for economic freedom, but sticks 
closely to personal and political 
liberty. Allan M. Wilson, vice- 
president of the council, told a 
press conference that advertising 
volume alone would probably not 


be sufficient to carry the story, but 
coupled with pamphlets, mailing 
pieces and display and poster ma- 
terial it could help considerably. 

The guide is the work of Jerre 
Patterson, assistant to the presi- 
dent of Foote, Cone & Belding In- 
ternational. It is designed to help 
advertisers tack on a plea for po- 
litical freedom to regular product 
messages. 


@ The guide breaks down the ob- 
jectives into (1) removing mis- 
conceptions of the U. S. and telling 
important facts about it; (2) mak- 
ing clear the reasons for American 
economic aid in Marshall Plan 
countries or explaining the Mar- 
shall Plan anywhere. 

Advertisers are warned to watch 
“brag” advertising, to stick to spe- 
cific examples, avoid superlatives, 
watch any statement susceptible to 
distortion by Communists. It also 
urges that the themes be coupled 
with product advertising, since 
products catch the eyes of the pub- 
lic overseas. 

The USIS has area specialists 
who will help advertisers who 


have problems in various areas, 
and the council will act as liaison 
in those requests. It is the coun- 
cil’s first venture into the inter- 
national field, if the designing of 
the ECA emblem is omitted. 

A. O. Buckingham, vice-presi- 
dent of Cluett, Peabody & Co., is 
coordinator of the campaign. 


Mrs. Frisbie Succeeds 
Miss Barber at Kellogg 


Mrs. Regina Frisbie, assistant 
director since 1943 of the home 
economics department of the Kel- 
logg Co., Battle Creek, Mich., has 
been appointed Kellogg home eco- 
nomics director, effective Jan. 1, 
1949, succeeding Mary I. Barber, 
who will retire. 

Miss Barber organized Kellogg’s 
home economics department 25 
years ago. Mrs. Frisbie was acting 
head of the department while Miss 
Barber was on tour of duty with 
the U. S. Army during the war. 


Skycruises Names Bourne 
Bourne Associates, Inc., New 
York, has been named to. direct 
the advertising of Skycruises, Inc., 
air travel agency, representing 


non-scheduled carriers flying be- 
tween New York and Los Angeles 
Newspapers will be 
promote the agency’s 
low rate fare of $88 plus tax to” 
the coast and $50 plus tax, New 


and Miami. 
used to 


York to Miami. 


ENGRAVING 
OMPANY 


chicage 6, illinois 


IRVING-CLOUD PUBLISHING CO. 
Sth FLOOR DAILY NEWS BLDG. CHICAGO 6 


SUPER SERVICE rigeeetveesh Magazine 


ORE than 
2300,000 
retail sales and 
service contacts 
with car owners 
since yesterday. 
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When a newspaper has a million reader-friends — that’s big! How big? 


Well, there are only 5 cities in the entire U. S. A. whose total population ex- 
ceeds the million mark. That will give advertisers an idea of how the audience of 


the Chicago Daily News measures up for size. 


But it is not numbers alone that make these Daily News readers Chicago's 
most IMPORTANT million. True, the Daily News is a mass circulation newspaper. 


But with a distinction — a dollar-and-cents distinction! 


The Daily News is the favorite evening newspaper of prideful families who 


welcome it to their homes. . . . And it takes a lot of buying to keep proud 
homes a-going! 
Advertisers experienced in selling the Chicago market well know this truth. 


So well, indeed, they realize that maximum results in Chicago can hardly be ex- 


pected unless their sales-messages reach the HOMES — the HOMES of Chicago's 
most IMPORTANT million! 


CHICAGO DAILY NEWS 


For 72 Years Chicago’s HOME Newspaper 
JOHN S. KNIGHT. Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


NEW YORK OFFICE: 9 Rockefeller Plaza DETROIT OFFICE: Free Press Building 
LOS ANGELES OFFICE: Story, Brooks & Finley, Inc. MIAMI OFFICE; Herald Building, Miami, Florida 
624 Guaranty Building 
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